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Roush Proofs 


Goodrich products are now adver- | 
tised with the B F emphasized. The) 
company has been in business for a | 
long time, so maybe this means | 
Before Ford. 


| 

,vyY | 

Gladys the beautiful receptionist | 
says that if our boys ever intended 

to occupy Iceland, they picked an | 

ideal time of the year to do it. | 

’ 


v v 


Ted Williams, who busted up the | 
All-Star game with a ninth inning} 
homer, is another sturdy advocate 
of the old advertising adage, ““Keep- 
ing everlastingly at it brings suc- 
cess.” 

v 


v v 


| This 


The success of tourist camps was 
probably assured by the large num- 
ber of people who wondered why 
in the very nicest hotels it always 
took three men and a boy to pour 
a cup of coffee. 

’ 


v v 


“What do your typists say behind 
your backs?” asks Royal, and the 
ladies rest room illustration which 
accompanies the question seems to 
suggest “Use Lux and avoid stock- 
ing runs.” 

’ 


v v 


“Whether you sit on the porch 
and read a book or play 18 holes of 
golf, your protein needs are the) 
same,” says the Meat Institute. Of, 
course, if you're reading the war | 
news and your blood pressure has 
gone up, better consult your doctor. 


vv? 


“Confidentially, it shrinks, whis- 
pered the warrior” according to Half 
and Half. And if you're going in 
for that kind of puns, confidentially 
use perfumed ink. 


, ¥ F 


Gen. Ben Lear disciplined 350 
officers and men who yoo-hooed at 
girl golfers dressed in shorts but 
the reaction of the girls hasn’t yet) 
been reported. 


a 


The stern general declared yoo- | 
hooing at attractive club swingers | 
was a disgrace to the Army, but} 
perhaps the general has merely | 
reached the age where he wouldn't} 
know about such things. 


NAVY STARTER 


FRE hat woh 


naive Labels on Fruits, 
r= Vegetables Asked 


Bill Would Extend 
Power Over Distribu-| \ 
tion, Consumption 


PLAIN FACTS 


Providence drivers are telling us: 


ve MER GULF PROTECTION 
FROM BUMPER TO BUMPER 


- | THE WAY THINGS LOOK THERES 


NO ThLUNO WHEN | CAN 


Washington, D. C., July 9.—The 
first federal law making grade 
labeling mandatory instead of per- 
missive became a future possibility 
this week when a bill was intro- 
: duced in Congress which would 
' | give the Department of Agriculture 
: | greatly expanded powers not only 
labeling of fresh fruits and 
vegetables but also over their dis-| 
‘tribution and consumption. 

The bill, H. R. 5241, now awaits 


tune vour Future 


LUBRICATED NONOX 


over CULFLEX @ GULFPRIDE 
initial 1,000-line advertisement in 
the new Navy recruiting campaign was 
released last week to 1,500 daily and 


Mandatory Grade Oil Companies Revamp 
Plans Due to Crisis 


Institutional Campaign 
Dropped; Offer Sug- 
gestions to Ickes 


New York, July 10.—With news- 
paper headlines continuing to spot- 
light the threatened shortage of 
gasoline stocks in Eastern markets, 
major oil companies were busy this 
week surveying the problem and 
framing plans to adapt their adver- 
tising to the situation ahead. In 
several instances tentative plans 
were laid out, while in others action 
was deferred pending a fuller deter- 
mination of the emergency. 

One of the most significant devel- 
opments thus far, ApverTISING AGE 


The Good Gut Dealers of Providence Area 


| dus, 


learned, was » presentati ' 

weekly newspapers in lowa, Indiana and the attention of the House Com- panGepeeneneneeaa week of a a pi Pa 
Missouri. The coupon at lower right | mittee on Agriculture. It was in- by advertising managers ; a rang 
offers a free booklet detailing oppor- | troduced by Rep. John Z. Ander- chen vegeessntion tes ; alee royal 
tunities for men in the Navy. BBDO is | son, California Republican whose| Curtailed motor car production is an- |», Oil Admi a . ” om producers 
the agency. ‘non-political occupation is pear| ticipated in this current newspaper ad- the penn en ‘ kes on how 

raising. The bill applies only to| vertising of Gulf Oil Corporation, which story of the crisis can be 


Most| warns the public that cars probably will 
have to last longer, and that Gulf prod- 
ucts will keep them in good order. 


Consider Essay 
Contest for Latin 


|fresh fruits and vegetables. 
grade labeling progress to date has 
been on canned fruits and vege- 


. co 
Home Furnishings, 
e | tables. | si Sealine - 
in Dog House, Check ...2'.02!" s. ss.tsarstnes es 
. " pi gp — nn vat 8 
eive its s t. » proposal calls 
Price Rise Trends cv“uS tame nemee' ts 
oe $500,000 annually on the pro- 
Battle for Markets Goes 
on Unchecked as FIC, 


gram. 
OPACS Bear Down 


In its initial paragraph, the bill 

states: “It is hereby declared to be 

the policy of the Congress to pro- 

vide for the securing and release of | 

current information to consumers 

Chicago, July 9.—The American |@"4 producers relating to the supplies 

Furniture Mart and Merchandise| 2nd prices of fruits and vegetables 

Mart ranked as two of the world’s! available or to be made available 

largest “dog houses” this week as|for sale at retail, to foster wider 

the home furnishings industry, after distribution of these commodities by 
a brush with Leon Henderson's 
OPACS, quietly settled down to 
maintain as steady a market as pos-| 
sible and avoid any untoward price 
increases or other contributions to 


Broadcast Listings, ‘Bus- 
iness Opportunity’ Ads 
Also Suggested 


New York, July 10.—Promotion 
of an essay contest in Latin Amer- 
ica, with cash prizes and trips to 
the United States awards, is 
being considered by the State De- 
partment and the Rockefeller Com- 


aiding retailers in improving mer- 
chandising and handling methods, 
and, by better and more general 
labeling of containers in terms of 
United States standards, encourage 


as 


market hysteria. A formidable army | the purchase and sale of these com- mittee as one phase of the new 
of representatives of both OPACS modities on a basis more equitably | advertising program scheduled to 
and the Federal Trade Commission | relating price to quality.” replace the travel campaign that 
were on hand to give effect to the Two of the ten sections of the bill, came to an abortive end recently 


statement which James F. Bogar-| relate 
price executive in 
charge of home furnishings gave to 
the press Monday, saying: “That 
sort of thing, gentlemen, has got to 


stop because it’s upsetting industry.” | 


to labeling One provides | after $100,000 of the $600,000 ap- 


associate (Continued on Page 27) (Continued on Page 29) 


Last Minute News Flashes 


New Campbell Soup Program to Feature Bob Burns 
New York, July 11.—Campbell Soup Company has appointed Ruth- 

rauff & Ryan to handle a new radio program for Campbell soup, featur- 

ing Bob Burns, who has been released from his contract with Kraft to 


Vigorous Marketing Programs 

But, while price may be 
checked, at least temporarily, no 
sedatives have been administered to 


rises 


v,vey | vigorous marketing programs which} handle the new assignment. The program, tentatively titled, “The Ar- 
are being introduced this week and| kansas Traveler,” will start in mid-September and run for 26 weeks on 
he news is filled with reasons| next to the largest group of home| CBS, replacing the “Campbell Playhouse.” 
why today you should buy tires that| furnishings buyers ever to storm J 
will last you a long, long time.|the local markets. These range all, Morrell in First National Meat Campaign 


Hmmm, that synthetic rubber may 
not be so hot after all. 


a ae 
General Motors calls its 18,000 
dealers “businessmen,” but a little 


later when they can’t get new cars, 


most of them will be saying, “What 
a business ie | 


, VV F 


The world’s records for the pole 
Vault and the high jump have just 
n broken, but these feats aren't 
anything compared with Sinclair’s 
Rimble leaps from glamor girls to 

lubricating oil 
v 


v v 


The 1941 definition of an island is 


. busi: ess entirely surrounded by 
Priorities. 


Copy Cus. 
yp odes ees 
He pea 


the way from the formidable adver- | 
tising programs which hit media on 


New York, July 11.—John Morrell & Co. will launch its first national 
campaign on meat products early next month with E-Z Serve Liver Loaf 


a national scale to cooperative! as the spearhead for a line of pork, veal, ham, corn beef and tongue 
arrangements with dealers where} Joaves sold under the same trademark. Following test campaigns in 
small but vigorous companies are} Florida and California, the copy will feature a vitamin B appeal. Color 
feeling their way from market to| will be used in Family Circle, Life, The Saturday Evening Post and 


market with innovations. 
Take, for instance, Virginia House, 
Marion, Va., which is using 14 mag- 
(Continued on Page 26) 


Woman's Day through Henri, Hurst & McDonald, Chicago. 


Del Monte Enlarges Its Glass Packed Line 
San Francisco, July 11 
coffee, California 


Following recent introduction of glass-packed 
Packing Corporation has just advised the trade that 


12 fruit items and eight vegetables will hereafter be available in Dura- | 


DIRECTORY OF FEATURES glas as well as tin, all in No. 2% sizes. The glass products have not 


American Campaign 


brought to the attention of consum- 


ers most effectively. The sugges- 
tions were offered at the request 
of Mr. Ickes’ office. Oil industry 


spokesmen declined to shed light on 
the recommendations until they 
have been considered by the gov- 
ernment. 

It was also learned that an insti- 
| tutional campaign dramatizing the 
| Petroleum industry's role in na- 


tional defense, sponsored by indi- 
vidual producers, has been dropped. 
| Insertions in magazines had already 
| been placed by Ethyl Gasoline Cor- 
poration, Sun Oil Company and 
Texas Company. 


Campaigns Under Way 


the gasoline 
about to proceed with promotion 
geared to the emergency situation 
in the East are Richfield Oil Cor- 
poration and Shell Oil Company. 
Esso Marketers, Atlantic Refining 
,|Company and Socony-Vacuum Oil 
Company have already launched 
;such campaigns. 

Beginning July 15, commercials 
on Richfield’s “Confidentially Yours” 
radio program, heard Tuesday, 
|Thursday and Saturday over 33 
| MBS stations, will pass on helpful 
hints to motorists on how to con- 
serve fuel. A new booklet, entitled 


Among advertisers 


“14 Ways to Save Gasoline,” will 
|be offered to car owners through 
local dealers. Richfield will also 


|emphasize the importance of coop- 
}eration on the part of the public as 
|}a measure of national defense. 
Richfield’s marketing area encom- 
passes 14 Eastern states from Maine 
to North Carolina. 

Without specifically calling atten- 
tion to the threatened shortage, 
|Shell Oil will nevertheless take 
| cognizance of the situation in a new 
campaign scheduled for release in 
August. Newspapers, radio, out- 
door and point of sale displays will 
be used to emphasize car mainte- 
nance as a means of adding to the 
life of automobiles and conserving 
oil. The same theme will be adapted 
to “changover” copy in September 
and October. Shell will also expand 
its institutional advertising in mag- 
azines, starting with August issues. 


| 


Ad-libbing 12 | yet been given complete distribution. | _ Suggest nave Cars | 
Basic Business Index 28 . | The oil conservation theme is 
Business Digest 22 Florida Citrus Account to Blackett-Sample currently being featured in radio 
Editorials 12 Lakeland, Fla., July 11.—The Florida Citrus Commission voted today | advertising of both Esso Marketers 
| Getting Personal 24 to appoint Blackett-Sample-Hummert to handle the industry’s million- and Socony-Vacuum Oil Company. 
| Information for Advertisers 12 dollar account. The appointment was made with the understanding| The former includes in its news 
Obituaries 30 that it will not be final until further discussions can be held with agency broadcasts suggestions that cars be 
———— . officials involving dealer service and sales promotion plans, market re- shared by neighbors wherever 
soy Meee Me 29 search, personnel within the agency and the Florida representative to ee oe we satter —. 
Voice of the Advertiser ig be placed in charge. mends carburetor adjustment and 
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ADVERTISING AGE 


July 14, 194; 


slow driving as practical ways to/| advertising which it uses in selected 
aid in the emergency. Indications} markets in Massachusetts, Rhode 
are that Esso will extend the theme | Island, New York, Pennsylvania, 
to other media shortly. | Virginia and Kentucky. In addi- 
PROTECT OLDER CARS. tion, it is employing the same theme 
NEW GULF COPY SAYS lin localized quarter-hour radio 


' | - s. fiv ays ¢ — : 
Pittsburgh, July 10.—Speaking programs, five days a week, in the 


. 1 sa areas i rhi i ses news- 
plain facts, the Gulf Oil Corporation, | cates ; is in which it uses new 
in much of its current advertising papers. 
and sales promotion, is telling the} Theme Being Extended 
motoring public that it may have} 
to keep present cars longer than | One advertisement carries the 


customary and, such being the case,| headline: “Harrisburg drivers: You 
it would be wise to keep them pro-| may have to keep your car longer—| 
tected through Gulf products. | So give it Gulf protection.” Accom- 

This theme has been adopted as a| panying message tells why it no 
logical sales weapon in the face} longer may be practical or possible | 
of the certain curtailment of motor|to trade in an automobile every 
car production next year resulting| year because of curtailed production 
from the prior demands of the! and rising costs. The copy features 
national defense program. | Gulf No-Nox gasoline, a high vola- 

Gulf is using the appeal in com-| tile fuel leaving less carbon: Gulf- 
mercials incidental to its Sunday | pride motor oil; and Gulflex com- 
radio news broadcasts over the CBS | plete motor car lubrication service, 
network; in its direct mail to cus-| plus the usual services provided by 
tomers; in advertising and displays} Gulf dealers everywhere. In ads 
for its dealers; and in newspaper appearing in other markets, the 


name of the city or trading area is 
Sell » HOTELS 


changed to correspond and _ the 
with 


THE HOTEL, MONTHLY 


The theme is being gradually ex- 
Published by JOHN WILLY, Inc. CHICAGO 


tended since it was originally 
adopted by Gulf several weeks ago 
and probably will be expanded still 
further in the immediate future. 
According to Gulf officials, the phi- 


‘Retail Food Store 


losophy back of the appeal is not | 
to preach pessimism or indulge a| 
“Calamity Jane” attitude toward 
future automobile availability, but) 
rather to speak the plain truth, as| 
it now appears, and give motorists | 
down-to-earth facts with which to| 
be guided in the future. 


| 
| 


Sales Up 10% 

Retail food store sales for the 
first six months of 1941 were ap- 
proximately 10 per cent greater 
than for the corresponding period 
of 1940, according to a survey by 
Progressive Grocer, New York. 

The increase amounted to $545,- 
000,000 divided as follows: inde- 
pendent grocery and combination 
stores, $233,000,000; chain grocery 
and combination stores, $207,000,000; 
specialty stores including meat mar- 
kets, bakeries, fruit and vegetable 
markets, confectionery stores and 
milk dealers, $105,000,000. 


Cosmopolitan” Adds Two 

B. J. Timothy, formerly advertis- 
ing manager of Griesedieck Western 
Brewery Company, Belleville, IIl., 
has joined the Western sales staff 
of Cosmopolitan, with headquarters 
in Chicago. Carl Brandt, formerly 
with Scripps-Howard Newspapers, 
New York, has joined the sales staff 
of Cosmopolitan in New York. 


Puts the 


into your magazine schedules... 


because it’s powered for selling 
by America’s leading 


Sunday advertising medium 


because it’s read 
by substantial, brand-buying 


families all over the country 


its selling 


The New ork Times Magazine 


ask about our unique split-run copy-testing facilities 


rotit vitamin 


because it concentrates 


the world’s biggest market, 


where bigger sales opportunities 


power in New York. 


demand more intensive coverage | 


ASSURANCE 


ADEQUATE SUPPLY OF | 
FURNACE OIL ASSURED | 


A Statement of Facts Which Every 
Oll Burner User Should Know 


Ten distributors of oil burners and fuel 

oil in the Philadelphia area jointly used 

this newspaper space to assure con- 

sumers, despite alarmist reports, that 

they “have no cause to fear a shortage 

of fuel oil to heat their homes this 
winter.” 


Sloan Foundation 


Grants $338,221 
for 1940 Projects 


New York, July 10.—The Insti- | 
tute for Consumer Education at 
Stephens College, Columbia, Mo., 
received $47,350 last year from the 
Alfred P. Sloan Foundation, Harold 
S. Sloan, director, disclosed today 
in releasing his 1940 report. Grants 
totaling $338,221 were authorized 
for ten different projects supported | 
by the foundation. 

Other grants included: University 
of Chicago Round Table _ broad- 
casts, $46,718; Massachusetts Insti- 
tute of Technology, “industrial lead- 
ership” fellowships, $32,500; New 
York University, educational films, 
$55,085; University of Denver, 
training in government manage- 
ment, $51,988; Wharton School of 
Finance, University of Pennsyl- 
vania, Tax Institute, $15,455; Uni- 
versity of Kentucky and University 
of Florida, experiments in improv- 
ing family economic conditions, 
$19,179; Brookings Institution, $25,- 
000; and Public Affairs Committee, 
$44,946. 

Latest balance sheet sets the 
Sloan Foundation fund at $5,439,- 
170. During the past three years 
grants have totaled $1,063,250. 

Emphasizing the need for a wider 
diffusion of economic education, 
particularly among those who “are 
now struggling for a mere exist- 
ence,” Mr. Sloan remarked that such 
an undertaking “presupposes a will- 
ingness to support projects which 
frankly recognize existing weak- 
nesses in our democracy.” 


Four to P. J. Meany | 


Philip J. Meany Company, Los 
Angeles, has been appointed to 
handle advertising for Huntington 
Iron Works, La Canada, Cal.; Kie- 
fer & Eyerick, Glendale, Cal.; Holly- 
wood Casket Company; and Pacific 
Scientific Company. 


Two to “World-Telegram” 


William C. Pank, formerly editor 
of Retail Management, Boston, and 
William O. Jacobson, formerly art 
director of Livermore & Knight, 
Boston, have joined the promotion 


staff of the New York World-Tele- |New England, has also joined ' 
gram. a York staff. 


a 


_ NAB Sets Up New 


Group for Sales 


Managers Division 


Washington D. C., July 10.— 
Adopting a new method of station 
representation by direction of its 
board of directors the National As- 
sociation of Broadcasters established 
today a new seven-man executive 
committee for the NAB sales man- 
agers division. Eugene Carr, a 
veteran member of the committee 
and assistant manager of Station 
WGAR, Cleveland, was named 
chairman. The new committee 
set-up calls for a chairman selected 
at large, one member each repre- 
senting large, medium and smal] 
Stations, and one_ representative 
from each of the three networks. 

The other appointees are: John 
M. Outler, Jr., commercial manager, 
WSB, Atlanta; E. Y. Flanigan, com- 
mercial manager, WSPD, Toledo, 
who was committee chairman last 
year; Robert Mackenzie, manager, 
WCMI, Ashland, Ky.; Arthur Gar- 
field Hayes, Columbia Broadcasting 
System; George H. Frey, National 
Broadcasting Company; and Linus 
Travers, vice-president, Yankee 
Network, representing Mutual 
Broadcasting System affiliates. 

Mr. Carr, who has been in radio 
for 12 years after starting as a 
baritone, arrived here today for a 
two-day conference with Frank E. 
Pellegrin, director of the NAB De- 
partment of Broadcast Advertising. 
He will call the first meeting of 
the new group later this summer. 


Parfum L’Orle Denies 
Charges Made by FTC 


Parfum L’Orle, Inc., New York, 
has filed its answer to the complaint 
issued recently by the Federal 
Trade Commission, and _ denied 
charges of misrepresentation in sell- 
ing its perfumes. FTC’s chief alle- 
gation was that the company mis- 
represented itself as a French firm 
with offices in Paris and London. 

L’Orle’s answer states that the 
company long ago _ discontinued 
using the words “London” and 
“Paris” in advertising, and that a 
London office was formerly main- 
tained. The advertiser also replied 
that its perfumes which have been 
and are being sold as concentrated 
essences were and are of French 
origin, while those sold other than 
as concentrated essences include 
imported scents blended in accord- 
ance with standard practice. 


NFT Frees 3,000 
Textile Trade Names 


National Federation of Textiles, 
New York, after a periodic check- 
up of its trade mark bureau files, 
has freed 3,000 trade names which 
were in use in the fabric, wearing 
apparel, yarn and thread trades, 
for adoption by new users. Every 
company on record with the bureau 
was asked to cancel names no 
longer in use. 

The names released will be 
recorded for new users on a first 
come, first served basis, at the pre- 
vailing rates of $1.50 per applica- 
tion for recording of a single name, 
or $20 per book of 25 applications, 
which may be used as desired. 


Joins “Companion” 

Larry Hanson, formerly account 
executive with McCann - Erickso! 
New York, has joined the sal 
staff of Woman’s Home Compani 
New York. Matthew M. Houston, 
who represented the magazine 
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, = CAN’T win a war—or a market—on 
a part-time basis. Banish the summer siesta 
from your calendar! With defense orders now 
exceeding $1,770,000,000, the “Arsenal of 
America” certainly will show no summer 
slackening. Factories, mills and foundries 
throughout the Philadelphia district are 
roaring with rush orders in unprecedented 
volume. The broad upswing of business ac- 
tivity and the sensational quickening in the 
tempo of Philadelphia retail trade indicate 
unparalleled opportunities for profit for the 
Philadelphia advertiser whose program is 


adequate and constant. 


Inquirer 


is FIRST 


in Philadelphia 


WHEN You advertise in Philadelphia, hitch your 


wagon to a star. First in advertising, The Inquirer 


today is recognized as a veritable power-house of 


advertising influence and effectiveness—as Philadel- 


phia’s greatest selling medium. For instance, in the 


advertising of women’s specialty shops, The Inquirer 
2 I y | 


is first in volume, first in gains, first in number of 


exclusive accounts. (Media Records, 5 mos. 1941) 


Don’t let anyone tell you that the 
Philadelphia Market stops at the 
municipal boundaries. According 
to the U. S. Department of Com- 
merce, The Philadelphia market- 
ing area includes 60 counties in 
Pennsylvania, New Jersey and 
Delaware. You want city circula- 
tion, of course. But is that all you 
want? For instance, one of the 
many busy cities in the Philadel- 
phia district“ Arsenal of Amer- 
ica” —is the city of Pottstown: 


POTTSTOWN is located 39 
miles northwest of Philadelphia. 
Population: 20,634. Principal 
Industries: Steel, castings, en- 
gines, textiles. 

Active defense companies lo- 
cated here are Doehler Die Cast- 
ing Company which has orders 
amounting to $469,733 for prac- 
tice bombs and ammunition 
parts; and the Century Beverly 
Company with contracts for un- 
dershirts totaling $289,660. Di- 
rect defense awards to Pottstown 
total $1,137,876. 


Che Philadelphia Anguirer 


For 112 Years a Philadelphia Institution 


DAILY circulation exceeds 400,000 


SUNDAY circulation exceeds 1,000,000 
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Your Philadelphia Advertising 
Cannot Afford a Vacation 
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Mullen to Detroit 
Office of “Liberty” 


Frank J. Mullen, vice-president, 
Holden, Graham & Clark, Detroit, 
has joined the Detroit office of 


Liberty. He was previously on the 
sales staff of The Saturday Evening 
Post in Detroit. 

John C. Botts, formerly research 
manager of Liberty in New York, 
has been appointed Western man- 
ager, division of marketing and re- 
search, Macfadden Publications, 
Chicago. He will be assisted by 
Vivian Henderson, formerly on the 
Chicago staff of True Story. 


KFJM to Foreman 

Station KFJM, Grand _ Forks, 
N. D., has appointed the Foreman 
Company as national representative. 


“The man says you could go direct to 
WFDF Flint 


convenient by way of Burn-Smith.” 


Vichigan, but it’s more 


Women’s League 
‘Spurs Production 
for Defense Drive 


Washington, D. C., July 9.—If you 
find a leaflet wrapped around the 
morning milk buttle or a sticker on 
the laundry bundle, asking your 
help in winning “the battle of pro- 
duction,” it’s all a part of a national 
effort by the League of Women 
Voters to arouse public support for 
the defense production program. 


Delving into the depths of promo- | 


tion mysteries largely unprobed by 
this group heretofore, a horde of 
women in 1,500 communities is 
using every means at its command 
to arouse friends and neighbors from 
the “business as usual” lethargy. 
Some 250,000 dodgers have been 
sent out from national headquarters 
here for local distribution, and nu- 
merous League units have produced 
their own material. Stickers, post- 
ers, window displays and_ radio 
scripts are other tools of the drive. 
Even newspaper advertising has 
been employed. In Henderson, Ky., 


| 16 business firms were persuaded to} 


pay the cost of reproducing a 
dodger in page space. 

Two national broadcast pleas have 
been aired, through the cooperation 


|}of network officials, in addition to 


ADVERTISING AGE 


countless local radio efforts. Out- 
door poster space has been pur- 
chasd in some areas, contributed in 


their stations. 

Wherever crowds gather—at ball 
games, patriotic celebrations, union 
meetings, civic gatherings—League 
members flock to distribute leaflets. 
In Louisville, 10 booths were set up 
to obtain signatures to a pledge ex- 
pressing determination to make 
whatever adjustments and sacrifices 
are necessary to “win the battle of 
production.” 


others. Two oil companies in Min-| 
neapolis bought a supply of the| 
League’s stickers to paste on all | 


Fitzgerald Joins B-S-H 


Clifford L. Fitzgerald, vice-presi- 
dent and Chicago office manager 
for Sherman K. Ellis & Co. since 
1937, has joined the staff of Black- | 
ett-Sample-Hummert, Chicago, as | 
vice-president. Mr. Fitzgerald at | 
one time operated his own agency 
in New Orleans. 


Adds Catholic Weeklies | 


The Catholic Quality Weeklies, | 
which include Catholic Chronicle, | 
Toledo, and Catholic Universe Bul- | 
letin, have named Ralph A. Renick, 
New York, formerly with Good | 
Housekeeping, as Eastern advertis- | 
ing manager. 
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tinuously from dawn to the small hours 


| 


-- pounding into 62 counties of the thriving Indiana-Michigan-Ohio 


area -- whose ratio of 49% rural to 51% urban people makes this one 


of America’s first markets for testing national consumer response. 


Phone your NBC Spot Sales office for solid-rock facts on WOWO’s 


exclusive single-station coverage -- FULL TIME -- at no increase in cost! 


INDIANA‘S MOST _ 
_ POWERFUL STATION — 
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New Oxydol Drive 


Spreads fo Major 
Markets in U. S. 


Chicago, July 10.—With copy 
hammering home the new theme 
that an extra ingredient in Oxydol 
eliminates pre-soaking of clothes, 
Procter & Gamble’s most ambitious 
newspaper promotion of its granu- 


_lated soap in recent years spread to 


major markets this week in Chicago 
and the East. 

The schedule calls for black and 
white insertions in more than 250 
newspapers throughout the country, 
and is in addition to the company’s 
regular color comic and Sunday 
magazine supplement copy for Oxy- 
dol. Plans for the campaign were 
drawn up after P & G in March 
slashed its radio network time from 
3412 to 29 hours a week, withdraw- 
ing its entire NBC Blue network 
program of four quarter-hours and 
a half hour on NBC Red (Apver- 
TISING AGE, March 10). Remaining 
radio shows were renewed effective 
July 1. 

The stepped-up newspaper adver- 
tising of Oxydol calls for insertions 


| Of 200 to 500 lines, with copy aver- 


aging 300 lines. During the next 
10 days the campaign will be ex- 
tended to the entire list of papers 
throughout the country. Insertions 
are to average once a week in the 
big markets where full schedules 
are in effect. Copy will appear 
somewhat less frequently in smaller 
centers. 


Theme Repeated 


Initial copy theme in the drive 
has also been adopted for Oxydol 


| during the past couple of weeks in 


its color advertising. It emphasizes 
that “it’s just old fashioned to soak 
your clothes before you put them in 


| the washer—they’ll come out spar- 
| kling 


clean without it. Oxydol 
laundry soap’s famous action gets 
out dirt while the washer runs.” If 
the housewife doesn’t use a machine, 
P & G points out, Oxydol still is the 
ideal laundry soap because it soaks 
dirt loose in 10 minutes and ends 


| washboard scrubbing. 


“Yes, Oxydol dissolves dirt,” copy 
continues. “Today’s Oxydol is ex- 
traordinary soap—with a rich extra 


| ingredient.” 


/ Fort WAYNE’s hard-hitting station is now | 
ats’ doing a FULL TIME job - - on the air con- | 


| Advances Stromberger 


Blackett-Sample-Hummert, Chi- 
cago, handles the Oxydol account. 


Union Oil Company, Los Angeles, 
has appointed T. L. Stromberger 
as advertising 
manager. 

Mr. Stromber- 
ger has been in 
the company’s 
advertising de- 
partment since 
1929, and _for- 
merly was assist- 


ant director of 
public relations 
and advertising. 


During the past 
few years he has 
been engaged in 
merchan - 
dising and sales 
promotion work. 


T. L. Stromberger 


“National Sportsman” 
Elects Rodman President 


O. H. P. Rodman, director of ad- 
vertising for National Sportsman, 
Inc., Boston, publisher of National 
Sportsman and Hunting and Fish- 
ing, has been elected president of 
the company. 

Simultaneously, Gordon Ewing 
has been promoted to advertising 
manager in New York, and R. E. 
Cassidy named manager of the Chi- 
cago office, which has been moved 
to 30 N. LaSalle street. 


Form New Company 


Murray C. Berman and Alfred N. 
Greenberg have resigned from the 
Psychological Corporation, New 
York, to form Scientific Research 
Associates, New York, market re- 
search organization, with offices 


| temporarily located at 300 W. 49th 
| street. 
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OPENER 


This 300-line advertisement launched 
Procter & Gamble's new black and white 
copy in more than 250 newspapers 
throughout the country. Blackett-Sam- 
ple-Hummert is the agency. 


P & G to Promote 
Improved Ivory 
in Soap Battle 


New York, July 10.—Further 
intensification of the Ivory vs. Swan 
soap battle is in the offing, it was 
learned here today, when Procter 
& Gamble officially raised the cur- 
tain on a newly improved Ivory 
which will bear the descriptive tag, 
“Velvet Suds.” The research and 
testing that went into the product 
were described before a gathering 
of beauty and women’s magazine 
editors. 

W. G. Werner, P&G advertising 
manager, told ApverTISING AcE that 
distribution of the new Ivory will 
| be extended nationally as soon as 
| possible and newspaper and radio 
advertising will be brought into 
play as each market is opened. Test 
| copy has already appeared in Balti- 
|}more and Omaha. First magazine 
|/announcements are scheduled for 
| August issues of magazines on the 
| Ivory list. 


| Major copy claims in the new 
campaign will emphasize greater 
mildness than “10 other leading 


toilet soaps;” greater economy than 
“leading granulated wash _ soaps;” 
and quicker sudsing than “leading 
bath soaps.” The all-purpose uses 
|of Ivory will be stressed consist- 
‘ently. Attention will also be di- 
rected to its desirability in hard 
| water areas. Velvet Suds Ivory is 
| packaged in a new blue and white 
| wrapper with a specially designed 
sealing feature said to insure the 
soap’s “freshness until used.” 

Mr. Werner indicated that Ivory’s 
fall schedules will be expanded. 


Tribune Selects 
Buckley-Dement 
to Conduct Poll 


accurate cross-se 


Call on us when you need a Commercial 
Survey: a Public Opinion Study: Cros 
section of a Radio Audience, or any °¢ 
of a wide variety of Mail Research 
Studies that can be quickly and accuraté 
ly obtained by our methods. We ©™ 
sample opinion in any class, professio™ 
trade or other specialized group 
either nationally, sectionally or locally: 
Telephone MONroe 6100, or write © 
Buckley. Dement & Company, 1300 Jack 
son Boulevard, Chicago. 
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AVERAGE NET PAID CIRCULATION 


of the New York 


DAILY §) NEwSs 


NEW YORK’'S PICTURE NEWSPAPER 


for JUNE exceeded 


| ... BY FAR THE LARGEST NET PAID 
DAILY CIRCULATION IN AMERICA 


Average JUNE net paid circulation of the New York 
SUNDAY ’ IB) IN EW °S exceeded 


NEW YORK'’'S PICTURE NEWSPAPER 


... LARGEST NET PAID NEWSPAPER 
| CIRCULATION IN THE WORLD 
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Anderson Has Account 

In the June 30 issue of ADVERTIS- | 
ING AcE the account of Alexander 
Smith & Sons Carpet Company was | 
inadvertently credited to the wrong | 
agency 

The account is directed by Ande r- | 
son, Revie & Platte, New York, and 
has been continuously since 1929. 


Kelsey to Unique Printers 
F. H. Kelsey, active in printing 
sales in Chicago for 14 years, has 
joined the sales staff of Unique 
Specialty Printers, letter press and 
planograph printing. He formerly 
was with Winterburn Print, Inc. 


Joins McGuire Agency 
Richard H. Burbank, for the past 
ten years advertising and sales pro- 
motion manager for the U. S. Bed- 
ding Company, St. Paul, has joined 


E. J. McGuire Advertising Agency, 
St. Paul. He will continue to direct 
U. S. Bedding Company’s advertis- 


ing. 


LL HELP YOU SELL 
YOUR LINAGE 


T'll sell more space for you 
it sold, That is my record in tough, 
petitive, metropolitan selling. I 
clear and enviable record If you must 
get linage sales . .. I'd like to talk 
you... for I can sell space. 
Box 8399, Advertising Age, 


Chicago. 


and I'll keep | 


|; Muzak Corporation 


| 
| 


have a| 


to | 
Address | 


NAB Hits FCC's 
Slap af Ads in 


Muzak Release 
Holds Implied Criticism 


Overlook: High Stand-| the use 


ards of Programs 


Washington, D. C., July 10.- 
National Association of Broadcast- 
in the current issue of NAB 
Reports, 
eral Communications 
implied criticism of all advertising 
in its recent announcement granting 
a construction 


ers, 


permit for a subscriber broadcast 
station. 

NAB points out that the FCC 
press release quoted a_ statement 


from the Muzak application which 
included the sentence: “It is merely 
a matter of circumstance that radio 
in the United States is available to 
the public only in connection with 
advertising announcements’ which 


frequently are highly disturbing or | 


irritating.” 


“It is true,” says NAB Reports, 


~The | 


calls attention to the Fed- | 
Commission’s | 


| 
|“*that the commission does not say 


that it is in agreement with these 
views, yet it is significant that such 
;views and the _ philosophy they | 
peel are set forth at such length 
in a routine announcement of the 
granting of an experimental radio 
| broadcasting license.’ 

While not opposing the FCC 
license grant, NAB suggests the 
|}action “was contrary to the com- 
| mission’s policy of not permitting 
of radio for transmission 
| where wires are available.” 


| High Program Standards 


Muzak furnishes wired 
service to hotels, restaurants and 
homes in New York, where 
frequency modulation station serv- 
ing only subscribers is to be located. 
No advertising is to be included. 
“Advertising, in addition to mak- 
ing private broadcasting possible, 
has also provided the basis for a 
competitive system and has thereby 
stimulated both broadcasters and 
advertisers to produce a variety of 
programs and a standard of per- 
formance unequaled throughout the 
world,” says NAB. 
According to NAB, 


already 


“It is hoped 


Rubber Shortage 
Hits Advertising 
Distributors 


Chicago, July 7.—Among those 


| 


| groups which are feeling the pinch | 
of priorities in the defense program | 
is the Trade Association of Adver-| 
tising distribution by cutting off the | 


| extracurricular 
| rubber 


the | 


that the criticism of all advertising | 
as contained in the release is due | 


to draftmanship and does not indi- 
cate an official policy of the com- 
| mission.” 


an ‘Ne ag ae 


Grorce S. May Company 


S oe 


e's pe 


_In this letter from George 8. May Company you see again 


ste roe 


Mr. Kennet 


44 Broad Street, 
New Y York city. 


h C. Hogate, President 
The Wall Street Journal, 


Executives do their business buying, 
much of their personal buying, 


ee fast roar, sec cous Sreere 
00 


oar rORA, 


June 5, 1941. 


t 
be of interes 
1t of the 


and 


in their 
offices at their desks where they read The 
Wall Street Journal. 


‘| chairman, 


| Inc.; 


its llth annual convention here | 
Saturday after much curricular and | 
talk about how the} 
shortage is affecting adver- 
tising distribution by restricting the 
supply of rubber bands with which 
to fasten advertising materials to 
door knobs. 

A special board meeting is plan- 
ned soon to consider a paper sub- 
stitute for the rubber bands, a| 
device which is now in process of | 
development. Officers for the com- 
ing year will be elected by 


NOVEL APPEAL 


uh the 0% 


(Oman 8) hae POUT AMR) LAN 6AsOUm 


BOSTON ... MAINE 


~ SAVING GASOLINE — 
VOLUNTARILY 


WE OFFER A PRACTICAL SUGGESTION WITR & THREIFQLS PHEreSt 


aud why we de it. 


the | The Boston and Maine Railroad suggests 


board at the same meeting. Another in this unique advertisement that com- 
muters switch to train service, thus con- 


subject of pressing moment to the} 
TAAD is the shortage of manpower 
with the possibility that the mini- 
mum age of employes will be low- 
ered from 21 years to 18. 


Speakers Listed 


Among the convention 
were Martin W. Pokrass, 
Martin W. Pokrass 
Agency; Clark Collard, 
Collard Advertising Agency; 
Bernstein, editor, 
R. J. Boomer, 
ing Service, Los Angeles; 
Johansen, president, Fact-Finders, 
Paul Hertz, merchandising di- 
rector, Esquire; Ralph L. Goodman, 
board of directors, Ad- 
vertising Distributors of America; 
Roy Ziegenfuss, president, Triple A 
Advertising Carriers, St. Louis; 
Hyman S. Gratch, general counsel, 
legislative committee, TAAD, and 
Samuel W. Goldberg, auditor, 
Advertising Carriers, Chicago. 


speakers | 
of the 
Advertising 


ADVERTISING AGE; 


George P. 


Wilson Appointed 


Director of Nutrition 
Dr. M. L. Wilson, director of the 


| serving gasoline 


private cars. 


ordinarily 
Ten per cent of the extra 


used for 


revenue will be used by the road in 
building fire car units as auxiliary pro- 
tection against fire and bomb damage. 


| McShane Heads Leeming 


of the Clark | 
S. R.| 


Glen Airy Distribut- | 


Big 4 


John H. McShane, 


since 1926 


vice-president and advertising man- 


J. H. McShane 


|Food Company. 


president of Pacquin, 


Department of Agriculture’s exten- | 


sion service, has been appointed 
director of nutrition by Federal 
Security Administrator Paul V. Mc- 
Nutt. 

Dr. Wilson will head all govern- 
ment nutrition activities, direct 
educational programs and coordi- 
nate all federal activities aimed at 
improving national health through 
addition of vitamins to the public’s 
daily diet. 


ager of Thos. 
Leeming & Co., 
New York, has 
been elected 
president, suc- 
ceeding the late 
Dwight E. Aus- 
tin. The com- 
pany distributes 
Ben - Gay, Cal- 
mitol and 
Amend’s Solu- 
tion. 

Mr. McShane 
was formerly ad- 
vertising man- 
ager of Nestles 
He continues as 
Inc. 


if he were 


sultant. 


dig up ideas for ad men. 
staff of Roto-Lith. 
you to stump us. Phone for our con- 


ROJO-LITH CO. 


201 N. WELLS ST. CHICAGO 


alive today and had to 
Not so the 


We double dare 


DEA. 8SS7T +: HEM. 2211. 


is a Clerk. 


A wage earner. 

Some wage, too! 
You could put it in your eye! 
He should have used SM,! 


ee ey ie 
: : td 
Poe - 4) & 


(See Esquire’s ad 


on page 15) 
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What's greater than “the greatest show on earth’? 


All ages, all sizes... The unique picture-and-word editori?l technique with 
A’\ classes, both sexes. . . which LIFE presents, illuminates, interprets our fast 
All sorts and conditions of people are drawn by the moving world in a way that millions like, understand, 

magic of the biggest circus—‘‘The Greatest Show On absorb. 

Earth !”’ The familiar phenomenon of people being eager to 
Nevertheless, this universal appeal can be topped, is pass along to other people a publication which they 


For, the circus actually has to play five seasons find particularly fascinating, enlightening, stimulating. 


in order to attract as many people as LIFE Magazine Thus has LIFE, in its own field, become literally ‘‘The 


attracts each week... Greatest Show On Earth!” 
4 “ “4 
a total audience of more than 20,000,000 *Scientifically established and reported by LIFE’s Continuing 
me 1* Study of Magazine Audiences. Latest audience totals, from 
en, women, and young people! anaes Me, 4 

20,000,000. This, of course, is more people than ever COLLIER’'S . . . ... =...» » + 14,750,000 
before have read the pages of any magazine! a ee ee 
P Astonishing as the number at first may seem, it is un- a a ee a a ee ee ee 
“tstandable—the natural result of two circumstances: SATEVEPOST . .... + + « « « 143,050,000 
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July 14, 194; 


CBS Names Perles ABC Gives Okay to 
Arthur Perles has been appointed Publicity Insignia 


to handle publicity for all shortwave ihe Se a 
activities of the Columbia Broad- The Audit Bureau of Circulations 


| + 
a nig a ot -4.,| board adopted an amendment to its 
yang po senge e oeg P seemed publicity rules at its latest meeting, Most Buyers View 
, ad set | stating that insignia or marks—so- 
network which begins operation called “eyecatchers”—were permis- . 
marly in chprge of ‘releases an the | sible with ABC statistics in pub- Price Not label 
network’s news department and licity, provided that hall ore ’ 
special features. | obscured none of the information, | . 
a and that it was made clear that the New York, July 10.—Information 
era |/marks were the publisher’s, not the | appearing on labels as a result of 
ic. ABC's. 10 : i t wi ot influ- 
Davis-Pearson Adds 3 At the same time, the board poy reoflssitg “| ine Rage nt 
Robert Dolin and M. J. McCoy | adopted a report by the committee | : ts to a at xtent 
have joined the Hollywood offce of|on outside investigation recom-| garments to any grea extent, 
Davis and Pearson Advertising| mending that spot checks be used according to the majority opinion 
Agency as account executives. Hal|only in cases where they seem | of retailers as revealed In a survey 
Gerard has been named head of) necessary to get accurate informa-|conducted by the National Retail 
radio production for the agency’s| tion, inasmuch as spot checks would | Dry Goods Association. With the 
Hollywood branch. |add materially to the cost of an act becoming effective July 14, the 
| audit, if included in every audit! survey was undertaken to learn the 
made by the bureau. /opinions of merchandise managers 
inianiimnnanitiads /on its possible effect on store and 
consumer buying policies. 
Bradley Leaves Block , Price will continue to be the 
Henry Bradley, formerly with| prime consideration of consumers 
Paul Block and Associates, has| jn the opinion of 71 per cent of the 
joined the national advertising de- /retailers queried, while only 29 per 
partment of the Philadelphia Eve-| wont expressed the belief that pur- 
_—- Public Ledger. |chases will be influenced more by 
‘the informative labeling, with the 
price factor secondary. Although 


Survey Indicates 


j 


F R E E with your 

first Order 
Jer and Brush FREE with your first order 
S $ Artist Rubber Cement. Nationally 
sed, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskets use S $ Spe- 
Ss cial Frisket Cement, $3.50 per gal. 


RUBBER CEMENT CO. 


» / 3438 Wo Halsted St. CHICAGO, ILL 


not fiber content will be most 
important in popular-priced lines 
and basement merchandise, 54 per 
cent handling medium-priced lines 
feel that their purchasers will be 
influenced by the fiber content 
information. Retailers in higher- 
priced lines were evenly divided on 
the question. 

In the opinion of a number of 
retailers, the act will make selling 
more difficult and confuse customers 
who, they contend, are more inter- 
ested in the style of the garments 
than in the fabric content. Among 
typical opinions expressed were the 
following: 

“This new labeling act will have 
a direct effect on the merchandise 


|}a tendency to retard sales. It will 


selling problem.” 

“Style is the most important 
factor but must be combined with 
warmth. Of course, the wool label 
| will influence us. We will try to 
| get the best fabric we can.” 

e | “In ready-to-wear, quality means 
aamed | considerable, yet the design and 
| fashion is paramount in the custom- 
/er’s selection. Ready-to-wear labels 
are getting too numerous and do not 
mean as much to the customer as 
possibly labels on some other mer- 


Many thanks for 
tail 31% 
giving us 310 me 
of your advertising 
than you give to the 
next most prominent 


. ‘handise.”’ 
‘ ion. . , ; 
Chicago stat | “In my estimation, labeling of 
goods is most satisfactory since it 
* will educate the consumer faster 


and more honestly. There will be 
less guesswork on the part of sales- 
people and regardless of label, the 
consumer will react to wear what 
her purse allows.” 


ople of discrimination— 


uy wish to reach pe 


USE 


When yo 


Take Charge at Paul 


Block & Associates 


hiciigo— 


IT PAYS 


Ke. 
50,000 WATTS 670 
CHICAGO, ILLINOIS 


Represent tion " wec Spo Offices ia 
K 


sold inasmuch as it will, I feel, have | 


/no doubt create a more difficult | 


DEFENSE AID 


How companies from coast to coast are helping write 
ericas new 
Declaration of 
Independence 


ol 


a ._o— 
4 -. 
Ties of symthene rubber are sow @ octual 
se on the inghways and beck rosds of 48 stmes 
Read bow Amerpol— made by BF Good 


—e hetpeng our country» defense 


FIRST IN RUBBER ®@ 
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72 per cent believe that price and | 


Using newspapers in New York and 
Washington, B. F. Goodrich Company 
gave this novel vote of thanks to com- 
panies and individuals who have paid 
premium prices for its tires of Ameripol, | 
synthetic rubber, thus conserving the 
country's rubber supply. A partial list 
of the companies is at the right. BBDO 
is the agency. 


Variety Chain Sales | 
Up 6%, Best Since ‘37 


Limited price variety chains 
achieved total sales in 1940 averag- 
ing at least 6 per cent more than | 
their 1939 volume, total dollar sales | 
|for the seven larger chains were 
the highest on record, and earnings 
| were higher than in any year since 
1937, says the tenth in a series of 
annual reports made by the Harvard 
Bureau of Business Research. 

Operating costs have been in a 
| steadily ascending spiral since 1932, 
and were higher in 1940 than in 
any of the preceding 11 years of 


the survey, but in recent years sales | 


have climbed at a faster rate than 
expense, so that total expense of 
sales was lower in 1940 than in 
1939 or 1938. 


Names West-Holliday 


The Citizen, Cairo, Ill., has named 
West-Holliday Company as national 
advertising representative. 
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Pepperell's Label ‘ 
Stresses Data On 
Wearability Tests 


Boston, July 9.—Recognizing the 
growing consumer demand for 
factual labeling of retail products, 
the Pepperell Mfg. Company, Bos- 
ton, has introduced a new Buy- 
Guide to go with its sheets, describ- 
ing the materials used, weight, tests 
of wear, and size and thread count. 
Prominently displayed at the top of 
the Buy-Guide is the Official sea] 
of the Better Fabrics Testing Bu- 
reau, Official laboratory of the 
National Retail Dry Goods Associa- 
tion, and a statement to the effect 
that the sheet has been tested in its 
laboratory. 

The 3 x 9 inch label, which is 
included with every sheet, contains 
the following information: compo- 
sition—fiber content and type of 
cotton used; manufacture — thread 
count, weight, and finishing mate- 
rials; and service—shrinkage tests, 
breaking tests, etc. The reverse of 
the new label carries general infor- 
mation on buying and caring for 
sheets and pillow cases, listed under 
these headings: How to Care for It, 


|How to Pick the Right Size, What 
'Size for Pillow Cases, Signs of a 


Good Sheet, and How Many Sheets. 

The Pepperell Buy-Guide, accord- 
ing to the company, helps the con- 
sumer make an intelligent selection, 


j}and has the merchandising advan- 


tage of giving the retail sales clerk 
a concrete list of facts for his sales 
presentation. 


Names Glenn Royer 


Glenn Royer has been named 
Midwestern sales representative for 
Western Business Papers, Los An- 
geles. His offices are at 2232 Ade- 
line street, Lakewood, O. 
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New Haven One of 
First 50 Papers 
In Advertising 


The remarkable success of “REGIS- 
TER CITY,” the famous New Haven 
test market of The New Haven Reg- 
ister is revealed by the five months 
report of Media Records Audit. The 
New Haven Register is one of the 
first 50 evening newspapers in line- 
age, including retail, general, auto- 
motive, total display and total adver- 
tising. Send for market brochure 
“REGISTER CITY,” New Haven 
Register, New Haven, Connecticut. 
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Herbert W. Moloney (above) has 
|assumed the duties of president of 
Paul Block & Associates, climaxing 
a 33-vear association with the or- 
ganization. He succeeds the late 
Paul Block, who died June 22. 

Cornelius A. Regan (below, left) 
has been named general manager 
Charles J. Boyle (right) continues 
as executive vice-president. 


this is the Boss. 


A sourpuss if you ever saw one. 
Bad cess to him. 

Sometimes he smiles, though. 
Hit him for a raise, then. 
That’s using the old SM,! 


(See Esquire’s ad on page 15) 
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any Million Pollar Market — 


these Winter Check-Up Sales 


And it all comes in about four months, even before the first frost. Car 
owners nowadays prepare for winter driving ahead of time. That's why 
sales plans are now being made for this winter check-up business. 


From anti-freeze to skid chains, every accessory and every service 
meeded by car owners is available at super stations. The readers of 
THE SUPER SERVICE STATION make over 2600 such sales contacts per 


minute, for just this type of business. There's a sales force, Mister! 


Four issues — September, October, November and December — keyed 
editorially to help make sales. Include this dominant force in your 
advertising plans for winter sales. 


" Sueer Service Station 


1715 Tribune Tower 


Chicago, Ill. 
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FDA Seeks New 
Label Rules on 
Vitamin Contents 


Objects to Label State- 
ments of Quaker Oats 
Sparkies 


Washington, D. C., July 8. 
advertisers who claim 
dietary properties for their products | 
vitamin content will | 
be required to state on package | 
labels the proportion of the mini- 
mum daily vitamin requirements 
which is contained in their products, | 
if proposed regulations of the 
Food and Drug Administration are 
adopted. 

In addition to stating how the 
vitamin content of an average serv- 


Food | 


special 


by reason of 


ing of the product compares with 
FDA’s determination of minimum 
daily requirements, advertisers 


claiming special dietary advantages 
for users in more than one age 
group must give the proportion as 
applied to each group for which the 
product is recommended. 

Among other FDA label require- 
ments for vitamin products included 
in the proposed regulations are the 
following: food products promoted 
as treatment for any disease caused 
by dietary deficiency must include 
directions for use on the label; foods 
represented as having special 
dietary use must bear a label state- 
ment of dietary properties on which 
such use is based; if dietary claims 
are made for a product on the basis 
of the presence of a vitamin the 
need for which in human nutrition 
has not been completely established, 
labels must bear a statement read- 
ing: “The need for (name of vita- 
min) in human nutrition has not 
been established”; and if the nutri- 
tional need for vitamins included 
has been established, the label must 
bear a statement of the quantity of 
such vitamin in a specified quantity 
of the food. 


Seizes Sparkies 


That the FDA is concerned ove: 
vitamin claims was indicated graph- 
ically with the seizure in Detroit of 
a shipment of Quaker Puffed Wheat 
Sparkies, which it claimed carried 
misleading label statements. FDA 
objected to a description of Sparkies 
“Vitamin Rain” breakfast, to 
what it termed detailed therapeutic 
claims, and to the label statement 
“Just eat your regular breakfast of 


as a 


fruit, whole milk, and Quaker 
Puffed Wheat or Rice and you'll 
get 40 per cent or more of your 
minimum day’s vitamin needs as 
recommended by nutritional ex- 
perts.”’ 

The proposed FDA provisions 
stem from hearings held last fall 
and the findings, 108 in number, 
cover such matters as the use of 


EVER READY 
CATALOG 


Write Today ! 


vitamins in the treatment of rickets 
and goiter, statements of minimum 
daily requirements of each vitamin 
for each age group, and allergenic 
properties of certain food constitu- 
ents. 

In general, the proposed regula- 
“That the label of 
a food which purports to be or is 
represented for special dietary uses 
by man should bear the information 
concerning the vitamin, mineral, 
and other dietary properties of such 
foods ... and that such information 
concerning such properties of such 
food is necessary in order fully to 
inform purchasers as to its value 
for such 


tions provide: 


uses.” 
To Consider Exceptions 


The regulations also 
provide that advertised as 
aids in “reducing” or controlling 
body weight must bear a label state- 
ment giving the per cent by weight 
of protein, fat and carbohydrates, 
and the number of calories supplied 
by an average serving. 

Interested parties have until July 
28 to file written exceptions with 
the assistant general counsel of the 
Federal Security Agency, of which 
FDA is a unit. Such exceptions, 
including memoranda or briefs, will 
be considered before final regula- 
tions are adopted. 


proposed 
foods 


100% Bond Buyers 

Current advertising for the Goe- 
bel Brewing Company, Detroit, 
features the fact that every one of 
its employes has bought a defense 
bond or stamp. The same state- 
ment is carried on Goebel trucks, 


ah 


and asks “Have you bought yours’ 


Joins Ross Federal 


John M. Andrews has been named 
to the sales staff of Ross Federal 
Research Corporation, New York. 
He was formerly with Howell & Co., 


New York, investments, and pre- 
viously handled research with Har- 
old F. Strong Corporation, New 
York. 


Gipson to Springer 


Henry Clay Gipson has joined 


| Springer Pictures, Inc., New York, 


as agency contact man on motion 
pictures and will promote his new 
process for color slide films. He 
was formerly with N. W. Ayer & 
Son, Philadelphia, and an associ- 
ate editor of Minicam. 


Joins Lennen & Mitchell 


William Jensen, formerly with 
Brown & Thomas Advertising Cor- 
poration, New York, has joined 


Lennen & Mitchell, New York. He | 


will work on the account of Cal- 
vert Distillers Corporation, New 
York. 


Brewing Industry 
Spent $21,058,000 
on ‘40 Advertising 


New York, July 8.— Advertising 
expenditures in the brewing indus- 
try during 1940 amounted to $21,- 
058,000, a gain of approximately one 
per cent over 1939 expenditures of 
$20,800,000, according to an analysis 
released this week by Research 
Company of America. 

Percentages of the total ap- 
propriations allotted to various 
media during the two years are as 
follows: 


1940 1939 
Daily newspapers....28.5% 31.3% 
Weekly newspapers. 3.5% 3.6% | 
Magazines 7.6% 3.8% 
| ae 4.2% 6.0% 
Point of Sale. 28.6% 28.0% 
NE hve csk cheaend 27.6% 26.3% 


An analysis of the expenditures | 


reveals the total number of adver- 
lising agencies engaged in handling 
beer advertising as 222. Twenty- 
five leading breweries produce 37 


per cent of the nation’s total beer 


output, with Anheuser - Busch, St. 
Louis, well in the lead with a pro- 
duction of 2,468,000 barrels during 
1940. Pabst Brewing Company, 
Milwaukee, was second with 1,730,- 
000 barrels, and Joseph Schlitz 


Brewing Company, Milwaukee, wa 
third with 1,570,184 barrels. Othe, 
breweries with an annual output 
over 1,000,000 barrels were F. & y 
Schaefer Brewing Company, Brox 
lyn; P. Ballantine & Sons, Newark: 
and Jacob Ruppert Brewery, Ney 
York. 


Appoints Clements 

The Ranger Joe Company, Ches- 
ter, Pa., has named the Clemen: 
Company, Philadelphia, as mer- 
chandising and advertising agen 
Newspaper, radio and dealer he 
will be used. 


Picks Hal Hiller 

Hal C. Hiller, formerly advert 
ing manager of the Telegraph-Ne 
Macon, Ga., has been named adv: 
tising manager of the State, Colu 
bia, S. C. 


, 
| Aslinger Named 

The Daily News and the Recor 
Greensboro, N. C., have nam 
|Elmer O. Aslinger production ma 
ager, succeeding L. C. Penry, re- 
signed. 


‘Advances H. E. Johnson 


Howard E. Johnson, with Gene: 
Electric Company for 15 years, h 
|been named operating manager 
its metropolitan distributing bran 
|in New York. 


Photo by 


HM. ARMSTRONG ROBERTS 


advertise if we cannot 


times. 


heart for an indefinite 


I Left Behind Me.” 


Now. what does the word “advertise” mean? 


hundred different people. 
fine it is to say what it is intended to do. 


With all of this munitions work going on, the ques- 
tion is sometimes asked: “Why and what should we 


fill orders?” 


So far as | 


have observed, the function of advertising is to ce! 
people to want what you make and to keep them wanting 
it. And the latter is especially important when ou 
cannot satisfy your normal customers in these abnor! 


It reminds me of the story of the young soldier » ho 
was called to war and was obliged to leave his s\ cet 


time. You remember, “The Git! 


The boy who went to war was very much in love with 


the girl he left behind him. 


And she with him. But 


she was a beautiful girl who had many admirers. (nd 


our young friend was too wise to believe in t! old 


proverb: “Absence makes the heart grow fonder. He 


knew that the modern version was that his absentee 
make the other guys grow fonder, and the girl. | 


less fond. 


© CHILTON COMPANY (Inc.) Chestnut 


ould 


haps 


and 56th Sts« 


y ou 
would probably get a hundred different answers from @ 
Perhaps the best way to «e- 
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Dealers Lap Up 
Liquid Sales Story 
for Smoothie Ties 


(Picture on Page 31) 


ltimore, July 9.—This tale is 
n ntended for the delicate ears 
of tne local ladies of the WCTU. It 
the use of a bottle of 
<-})-i-r-i-t-s as a helpful ingredient 
sales formula adopted by A. 
S ter & Sons, necktie manufac- 


ves 


spite the fact that conviviality 

word shunned by guides to 
success, tae Schreter company 
found that a couple of quickies, 
ied out judiciously, can mellow 
‘esistance of men’s wear buyers 
pave the way for acceptance of 


the Smoothie necktie line. A sales 
‘ntation that is chockfull of 
showmanship—created by Berming- 
Castleman & Pierce, New 
York, the Schreter agency—incor- 


porates this technique and is paying 
n terms of rapidly expanding 
ibution for Smoothie neckwear. 


\s a result of the novel Schreter | 


es presentation, trade acceptance 


has been achieved to the point 
where the company has entered the 
ranks of consumer advertisers with 
spot radio programs over stations in 
New York, Philadelphia, Baltimore, 
Washington and Pittsburgh. The 
Schreter sales staff has grown from 
8 to 50 salesmen within the past 
year and retail outlets have zoomed 
upward from about 3,000 to more 
than 7,000. 


A Hollywood Touch 


The story of Smoothie 55-cent, 
wrinkle-resistant ties is presented 
to dealers “as Hollywood would do 
it.” Armed with an imposing 
presentation that measures 15 by 
|}21 inches (and two inches thick), 
Schreter salesmen raise the curtain 
on a “one-act play,” the “hero” of 
which is the “man pictured on the 
next page—a modern retailer.” (A 
| flick of the page and a mirror gives 
the prospect a face-to-face view of 
himself.) 

In script-like fashion the action 
portrays the woes of a retailer in 
catering to customers’ whims. A 
| visiting haberdasher lets the pros- 
|pect in on the joys of handling the 
Smoothie 55-cent line—even in a 
swank shop. The prospect receives 
the quality story and the fair trade 
|story in staccato style. 

Then: “The lights in the store 
|grow dim... an eerie stillness pre- 


sales 


vails. Suddenly, into the store 
walks a Smoothie necktie!” The re- 
tailer grows faint. He can’t be- 


lieve his own eyes and whispers to 


the salesman: “I'd give an arm if 
someone would offer me a drink 
right now!” 
And There It is 
No sooner said than done—for at 


this point in the presentation the 
salesman opens a little flap in the 
portfolio and out pops a bottle of 


liquor. While he and the prospect 
imbibe, the necktie goes into its 
own song and dance. Advertising 


plans are reviewed and _ sales aids 
reproduced. 

The assumption is that by this 
time the retailer is ready to sign on 
the dotted line—and, judging from 


the Schreter sales record to date, 
he does more often than not. 
Smoothie trade advertising con- 


sists of color spreads in men’s wear | 


‘Moves Offices 


signed so that the same plates can | 


publications. The layouts are de- 


be used for point of sale displays. 
Restraint Used 


One of the obvious hazards in 
authorizing salesmen to pour drinks 
for prospects is over-enthusiasm in 
the form of an abundance of entries 


hibited marked restraint. Author- 
ized conviviality amounts to about 
a quart a week. 

In addition to the current presen- 


tation, Smoothie showmanship has 


also been expressed in terms of a 
series of recordings produced by 
Bermingham, Castleman & Pierce, 


and played at the point of sale on 
a portable phonograph. This device 
also permits the Smoothie necktie 
to tell its own story. At the same 
time, dealers are afforded an oppor- 
tunity to hear the radio “tune twist- 
ers” that carry the story 
the consumer. 


sales 


To “Western Industry” 


Louis F. Holtzman, formerly with 
the Wall Street Journal in 
York, and more recently Southern 


California editor of its Pacific Coast | 


edition, has been named editor 
Western Industry, San Francisco 


ot 


Martin A. 
has moved its offices 
Michigan avenue, 
N. Michigan. 


Pokrass, Advertising, 
from 310 S 


Chicago, to 646 


Account to Pepper 
The William Peter Brewing Cor- 
poration, Union City, N. J., has ap- 


to | 


New | 


marked “liquor for customers” 


Inc., 


New 
agency 


: ©N | pointed J. W. Pepper, 
expense accounts. To date, how-| york, as its advertising 
ever, Schreter salesmen have ex-| Newspapers and radio will be used 


Our hero resolved that after all of the effort and time that he had spent in 


winning his sweetheart’s affections and his place as No. 1 man, he would not let 


his rivals win by default through his absence. 


No, indeed, he would see to it 


thet she was reminded of him often and of the good times that they had had 


together and the better times that they could have after the war was over. 


so the boy who left the girl behind inaugurated and carried out a campaign of 


promotion to keep from becoming the forgotten man. 


Sometimes when there 


wast much activity aside from drills, he was hard put to it to find interesting 


thi 


much he loved her and how much he wanted to be with her again. 


eaux 


rary who took her out 
P, 

pres 

Ou 

Whether or not they can get it. 

read. to give it to them. 


in the meantime. 


iard to forget someone that you’re made to remember! 


An editorial by John H. Van Deventer, 


in THE 


IRON AGE, Sept. 26, 1940 


s to talk about, but he could always tell her how much he missed her, how 


d boys, believe me that letter that she got from him every week or two kept 


inking about him and kept her from thinking too much about the tempo- 


thaps, you will find a moral in this with respect to advertising unde1 
t-day conditions. For certainly, your biggest promotion job today, when 
e called to war work, is to make people keep on wanting what you make, 


And to keep them wanting it until you are 


Philadelphia, Pa. - 100 East 42nd St., New York, N.Y. 


OUALITY 
COVERAGE 


The proper use of these publications 
will insure your markets after the 
emergency, by keeping your old 
friends, as well as newcomers in 
your field, fully advised on what 
you have to sell. 


THE IRON AGE, serves the richest divi- 
sion of the industrial field — the 
working industry. 


metal 


O 
DEPARTMENT STORE ECONOMIST, 
reaches more key department store people 
than any other business publication. 

U 
BOOT and SHOE RECORDER. the au 
thoritative weekly of the shoe business, 


THE JEWELERS’ CIRCULAR-KEY- 
STONE, the recognized leader and author- 
ity of the jewelry trade. 

re) 
THE OPTICAL JOURNAL and REVIEW 
of OPTOMETRY, the outstanding protes- 
sional business magazine in the optical 
trade. 

© 
HARDWARE AGE. the leader in the field 
of hardware distribution. 

Oo 
MOTOR AGE covers all automotive ser- 
vice and maintenance problems. 

fe) 


COMMERCIAL CAR JOURNAL, reach- 


ing the greatest number of fleet operators, 
and members of the truck trade. 


12) 
INDUSTRIES, the tech- 


in automotive manufactur- 


AUTOMOTIVE 
nieal authority 
ing plants. 


THE SPECTATOR AMERICAN RE. 
VIEW OF LIFE INSURANCE, most 


quoted of all insurance publications. 


, 


THE SPECTATOR PROPERTY INSUR 
ANCE REVIEW, modern in form and 
style of writing. Useful and unusual from 
every angle. 


In addition to their wide 
lishing domestic magazines, CHILTON COM 
PANY (Inec.) have an equal interest in 
Business Publishers International Corp.. pub- 
lishing the following: The American Automo 
bile (Overseas Edition), El Automovil Amer 


icano, Ingenieria Internacional and E! Farma 
ceutico. 


experience in pub 


ray! 


Ralph Nicholson 
Takes Over ‘New 
Orleans Item’ 


New Orleans, July 8. 
on any more 
than necessary and with a modest 
pledge to improve the newspaper 
“if I can,” Ralph Nicholson has 
taken the helm as owner and pub- 
lisher of the New Orleans Item and 
Sunday Item-Tribune. 

Mr. Nicholson resigned 
| tary-treasurer, vice-president and 
general manager of the Tampa 
| Daily Times, although retaining a 
| half interest in the Florida news- 


Frowning 


changes 


personnel 


as secre- 


| paper, to become president of the 
| Item Company June 28. The forme: 


| publisher, 


Col. James M. Thomson, 
}announced his retirement from the 
| field after 33 years with the Item. 
Directors of the 


company now 
}include Mr. Nicholson; Marshall 
Ballard, editor of the newspaper; 
and J. W. Fanz, former business 


manager who was named secretary 
The new publisher and company 
president said he had long consid- 
ered moving to a larger newspaper 
field but had turned down previous 
offers in other cities while remain- 
ing with the Tampa Times. His 
family is to move to New Orleans 
in the near future. Mr. Nicholson 
said he had no preconceived notions 
about changes on the Item staff and 
that his only aim will be to improve 
the publication. He paid tribute to 
the retiring publisher, Col. Thom- 
son, for “building a magnificent 
foundation on which his 
can continue to build.” 
David E. Smiley, editor and owner 


successor 


with Mr. Nicholson of the Tampa 
Times, has taken over at least for 
the time being duties formerly 


handled by the new Item publisher. 
No other administrative 
have announced 


changes 
been 


Joins “Farm Journal” 


Frank E. Watts, former partner 


of Electrical Publishers, Ine., and 
editor of Electrical Dealer, has 
joined Farm Journal and Farmer's 
Wife, Philadelphia. as_ electrical 


counsellor 


Merges Papers 


The News, Guymon, Okla., 
the Herald, Panhandle, Okla., have 
been merged in one publication, 
The Panhandle News-Herald, under 
the editorship of B. R. Hays. 


and 


Reelects Gammons 


Earl H. Gammons, general man- 
ager of Station WCCO, Minneapo- 
lis, has been reelected to the board 
of directors of the Minneapolis Bet- 
ter Business Bureau. 


Changes Address 


The Hollywood office of Davis and 
Pearson Advertising Agency has 
been moved from 4812 Sunset blvd. 
to the Burns bldg. 


Offers “Safe Journal” 


The Publications Publishing Com- 
pany, New York, will release a new 
business paper, Safe Journal, in 
September. 


| ¢ 
MULTIPLE IMPRESSIONS 
‘ON MASSES OF PEOPLE! 


35,021,292 


persons see Whaley Taxi- 
posters each veek oon 3578 
cabs in 43) cities! That's 
mass cireulation! For de- 
tails, write Wm. E. Whaley 
Co. Washington Building, 


Louisville, Ky. 
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Channelized Buying 


One of the most interesting, and, 
we believe, significant 
the current defense boom, 
cially from the point of view of its 
long-term effects, is the fact that 
consumer purchasing will not be 
in the sense that the public 
can buy anything it wants and can 
pay for. 

On the contrary, it is already 
evident that certain 
goods and service facilities, plus the 
widespread application of priori- 
ties, will result in the channelizing 
of consumer purchasing power on a 
scale hitherto undreamed of in this 
country. There were shortages dur- 
ing the last war, it is true. Sugar 
rationed in a more or less 
stringent manner; there were 
meatless and heatless and lightless 
But that was about all, and 
speaking broadly, John Q. Public 
and his wife could spend their war- 


aspects of 
espe- 


“free.” 


shortages of 


was 


days. 


born wealth for almost anything 
their fancies dictated at the mo- 
ment. 

During the months and more 
probably the years ahead, _ this 
situation will be drastically 
changed. More and more of the 
products to which the public has 


become accustomed—or would like 
to become accustomed—will be dif- 
ficult or impossible to buy. More 
and more will Mr. and Mrs. Public, 
eagerly descending on the market 
place to spend their newly acquired 
wealth, find their sources of supply 
restricted; more and more often 
will their money be spent on sec- 
ond, third er fourth choices because 
their first choices are not for sale. 
Here is a situation filled with op- 
portunity for the seller whose prod- 
uct is plentifully available. With a 
significant proportion of his normal 
competition for the consumer’s dol- 
lar temporarily sidetracked by the 


exigencies of defense, and with the 
public jingling an unusually abund- 
ant supply of spendable income in 
its pockets, intelligent merchandis- 
ing and promotion can 
expected to yield returns far greater 
in proportion than at almost any 
other time in the nation’s history. 
For the company which is forced 
to withdraw partially or wholly 
from its normal consumer markets, 
the picture takes on a much more 
hue. The significant point 
is not so much that immediate 
sales will be lost, because in many 
instances defense will 
than take their places, but that the 
buying habits of the public will be 
undergoing an enforced change a 


easily be 


somber 


sales more 


change which can have a vastly im- 
portant effect on the status of a 
company or a whole industry when 
normal marketing are 
again possible. 

The longer the emergency exists, 
and the longer types of 
goods and services are partially or 
wholly absent from the market, the 
the likelihood that the 
forced changes in the buying habits 
of the consumer may assume a 
status of permanency; and_ the 
harder it will be to redirect these 
new buying habits into the chan- 
nels they took without question in 
the pre-emergency days. 

The seller with something to sell 


operations 


certain 


greater is 


stands to gain disproportionately 
now by aggressive merchandising 
and advertising; and by the same 


token, the seller who has nothing, 
or not enough, to sell, stands to lose 
disproportionately unless he does 
everything possible to keep his 
product or service on the favorably- 
list. For him aggres- 
sive merchandising may be impos- 
sible: but intelligent, continuous, 
effective advertising is essential. 


remembered 


Consumer Movement Still Alive 


As is perfectly natural, the stu- 
pendous problems of a war econ- 
with terrific impact on 
the life of every citizen and of busi- 
generally, temporarily 
pushed minor into the 
shadows where they are likely to 
be almost forgotten. 

One such problem facing busi- 
ness and advertising is that of the 
movement. It will be 
well for business to remember, even 
during the current emergency, that 
such a problem exists, and that if 
it is not of vital importance at this 
moment, that does not by 
any means imply that it is dead. 
The consumer movement is in tem- 
porary abeyance in many respects, 


omy, their 


ness has 


problems 


consumer 


precise 


but it is still very much alive, and 


10 Cents a Copy, $2 a Year 


DIAGNOSING THE SALESMAN'S TROUBLES 


"You're just a bundle of nerves! 
store. 


The Merck Report 


Have this prescription filled at the nearest drug 
That'll be two dollars, please." 


Ad-libbing 


How Colors Sell 


You didn’t know, did you, that 
orchid toilet paper accounted for 
5.6 per cent of all the toilet paper 


sales of one company in 1940? Of 
course you didn’t, but it’s true. We 
have the word of Eagle Printing 
Ink Company, which has just pub- 
lished a_ fascinating booklet on 


|“What Are the Best Selling Colors?” 


for it. The best toilet paper color, 
of course, is white, with per 
cent of the company’s business. And 


52.2 


|incidentally, did you know that 
white is the newest toilet paper 
color, only eight years old? 

White paint accounts for more 
than 55 per cent of one maker's 


i vogues 


it can be counted upon to return to 


the battlefield with renewed 
strength and vigor, once the major 
engagement has come to an end. 
The vigorous action of the Pacific 
Advertising Association in setting 
up a comprehensive plan for the 
advancement of business and ad- 
vertising during the next three 
years, as reported in these columns 
last week, is therefore much to be 
commended. War and the problems 
of war must not be allowed to ob- 


scure the fact that the present 
emergency, no matter how long it 
may last, is temporary, and that 


business must live with its custom- 
ers and with the public permanently 


volume, with ivory and deep ivory 
adding another 21 per cent Rose 
and cedar combinations do best in 
the rug field, but get only 27.6 per 


cent of the volume, with beiges, 
greens, wines and blues following 
pretty close behind. A_ plumbing 


manufacturer says suntan accounts 
for a third of all his sales of colored 
bathroom fixtures, but does not dis- 


close how this stacks up with his 
white business. And a great deal 
more. 


Says Eagle Printing Ink: 

“The mere fact that certain hues 
are better than others in specific in- 
stances is in itself important to 
recognize. For this means that the 
manufacturer is unwise to rely on 
his own personal taste or to try to 
outguess his public. There are right 
colors for his goods, and it is with- 


in his power to conduct research 
to find them 

“Let him not, for the moment, 
worry too much about shifting 


For in practically all fields 

excepting fashions are 
fairly regular and constant in de- 
mand.” 


colors 


Yours for a Quarter 


An Eastern agency executive 
sends us a folder he got through the 
mail from the Ident-o-Tag Com- 
pany of Chicago, containing a min- 
iature reproduction of his auto- 
mobile license which “is yours if 
you insert 25c coin here.” 

“"—— the agency man, 
“that some effort should be made to 
eliminate this type of direct mail 
advertising. . . It creates an annoy- 
ing, negative reaction not only to 
this particular company but to di- 
rect mail advertising in general. It 
is misleading and deteriorates the 
ethical, sound business approach of 
sincere advertisers. Such tactics as 
this should not be allowed to con- 
tinue unhampered.” 

Having received a 


Says 


similar com- 


¥ eal 


munication from Ident-o-Tag, as 
well as innumerable “charity” let- 
ters using the same principle of 
sending unordered merchandise, 
this department agrees wholeheart- 
edly with the viewpoint expressed, 
and wouldn't under any circum- 
stances send the money requested in 
a case of this kind, nor yet return 


the merchandise unless a_ stamp 
were sent. And yet . two days 
before the above letter arrived, a 


friend who is sales promotion man- 
ager for one of the country’s best 
known companies proudly displayed 
his new Ident-o-Tag, and ventured 
the opinion that the company’s 
method of merchandising them was 
“damn clever.” 


Agency Safety Copy 

Ad-libbing hasn’t donated an 
orchid to anyone for a long time, 
and being in the mood for a pleas- 
ant gesture, we've decided to hand 
one to Jay H. Skinner Advertising 
Agency of Houston for an unusual 
single- column advertisement the 
agency ran in the local prints on 
the eve of Independence Day. To- 
tally unlike any agency advertising 


we've ever seen before, this copy 
offered half a dozen hints for safety 
during the summer and over the 
Fourth of July weekend. It made 
no attempt to sell anything, and 
maybe it wasn’t worth its salt in 
impressing a_ single’ prospective 


client, but this soft-hearted depart- 
ment still believes that an occasional 
unselfish, public-interest gesture on 


the part of any business is good 
business. 
Jottings 

The height of merchandising in- 


genuity was probably reached by 
the Chiclets girl in the yellow satin 
suit observed by one of Ad-lib’s 
scouts last week industriously pas- 
sing out samples of the confection 
to the firemen fighting a big city 
blaze... 

This housing shortage in busy de- 
fense areas is getting serious. In 
Detroit the Homes Registration Of- 
fice is using large space newspaper 
copy to urge householders to rent 
their spare rooms and living quar- 
ters to defense workers. “The 
Homes Registration Office, a non- 
profit, public service agency has 
been set up to bring you and these 
people together,” the copy explains 
“You register your rooms, or your 
homes, or apartments to rent and 
we send prospective tenants. You 
pay no service charge whatsoever 
at any time.” Times, as innumer- 
able philosophers have so _ ably 
pointed out, certainly do change! .. 


Information 
for 
Advertisers | 


The following documents may | 
secured without charge from con 
panies sponsoring them, or throug 
ADVERTISING AGE, by any nation 
advertiser or advertising agen 
executive writing on his busine 
letterhead. 


No. 1834. WMCA Coverage Map. 
Radio Station WMCA has issu 
this new folder, which contains 
coverage map of the station’s ma 
ket area, with a county tabulati 
of population, as well as figures « i 


retail sales, radio homes and oth: 


| market data. 


No. 1835. Traffic Flow Map 
Philadelphia. 
Landau Outdoor Advertisi: 
'Company Offers this traffic flo 


map, showing Philadelphia’s man 
intersections and the traffic volun 
pertaining to them. The folder als 
illustrates two specific lecation 
and describes their attention valu: 
traffic flow and cost. 


1836. A New 
Method. 

A market study made by the Re 
tail Merchants Credit Association o 
Los Angeles is the basis of this re 
port issued by the Los Angele / 
Times, which deals with the news 
paper readership phase of the su: 
vey. Percentage of readership « 
Los Angeles papers is shown fo 
four income groups, making possib|: 
a comparison of reading habits o 
people of varying incomes, view 
and modes of living. 


No. Measurin 


No. 1837. 


Guide. 
Sketches suggesting a variety 0! 
new treatments for fall and wint 


Double-Feature Displa 


displays are shown in this ney 
display guide issued by Sherma: 
Paper Products Corporation. Ma 


terials, with ideas and designs fo 
their use, are illustrated. 


No. 1838. How 123 Products Actu 
ally Sell in Syracuse. 

Brand preferences and buyin 
habits covering 123 products ar 
shown in this new study issued 
Radio Station WSYR. The materi 
includes two surveys: one by pt 


sonal interview method and |t 
other by woman’s club questio! 
naire. A third section provide 


summary of the two. 


No. 1839. America’s New Army 
a Market. 
The market represented by | 


country’s growing Army is indicat 
in this report issued by The Gu 
Magazines. Personal interview 

the post exchanges of Fort Sherid 
and Camp Grant provide the figu 
on sales rank of numerous produ 
and on magazine reading habits 


No. 1792. Early Morning and I 
Evening Listening Habits. 

This booklet tabulates the fir 
ings of Radio Station WCCO’s 
ond investigation of early morn ns 
and late evening listening habits in 
the Northwest. Charts show é 
time sets are turned on in rura! 
urban Minnesota, the Twin C 
out of state and the total sar 
WCCO listening habits by the 
breakdown; a county breakdo" 
respondents; and auto and 
radio ownership by income 


No. 1828. Coverage Maps. 

Radio Station KMOX ha 
these new day and evening 
maps, which show, by cou! 
primary, secondary and tert 
tening areas, the number 
families and the weekly net 
tion. 


No. 1816. Mr. President 


Your Advertising Mana 
The Associated Busines 
Inc., has issued this book 
is in the nature of a co! 
about the advertising nm 


what kind of a man he !s 
is really worth and how * 
most out of him. 
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July 14, 1941 


ADVERTISING AGE 


Here is the answer of a major magazine... 


The MMERICAN HOME 


to ADVERTISERS’ PROBLEMS OF UNCERTAIN MARKETS... RISING COSTS 


A NEW GUARANTEED CIRCULATION OF 


220000 


AT NO INCREASE IN RATE 


Effective with the October issue, THE AMERICAN 
HOME guarantees its advertisers a quarter of a 
million additional net paid ABC circulation—a 
122% INCREASE over the present base of 2,000,000. 


At no change in rates, advertising costs are cor- 
respondingly DECREASED from $3.16 per page per 
1000 circulation to $2.80 per thousand. This is the 
lowest advertising cost ever guaranteed by a major 
homemaking or woman's service magazine. 


O FAST has The American Home magazine grown— 
S from 275,000 in 1933 to 2,250,000—you may not 
have realized the full stature it has attained. In a few 
years, this magazine has become a vitally important 
factor in advertising and selling to America’s pace- 
setting homemakers. 


FAMILIES: 


While population gained 7% 
since 1930, the number of U.S. 6,500,000 families 
families gained 16%. 1941 
birth rate probably highest 
since 1930. Defense orders are 
helping increase national in- 
come to all-time high, now es- 
timated at 85 billion dollars. tracts. 


FAMILIES: 


BEST MARKET AREAS: 
Metropolitan suburbs — now 


growing twice as fast as the 
rest of the country. Metro- 
politan Markets are receiving 
over three-fourths of the 


nation’s defense-dollar con- 


Media plans which you may have made as short a 
time as three months ago are therefore not up-to-date 
as regards this magazine. The phenomenal public ac- 
ceptance of our expanded editorial policy has, month 
after month, resulted in record circulation gains . . . 
amazing spread of this magazine’s editorial and adver- 
tising influence. - a a 
Today, every major tool of distribution and con- 
sumer advertising 1s rightly open to scrutiny and com- 
parative judgment. We in The American Home believe 
that when a greater value has been thoroughly sub- 
stantiated, it can be passed on to advertisers backed by 
a guarantee of delivery. By announcing increased ad- 
vertising values at this time, we believe The American 
Home can make a partial contribution to vreater cer- 
tainty and effectiveness for your advertising investments 
in the homemaking market. 


GROCERY SALES DRUG, SALES: 

For the first five months of Beauty- and health-product 
1941, chain-grocery-store sales resist depression, rise 
with incomes. Drugstore sales 
13% over the same pertod in (chain) for April—11% ahead 
1940. A fifteen-billion-dollar of April, 1940—foreeast a 


food vear ts predicted... 25% 


sales averaged a dollar gain of 


substantial yearly gain over 
1940's I'. billion-dollar 


drugstore business, 


ahead of last year. last year. 


The homemaking market offers the most certain sales outlook in America, today 


HOME-EOUIPMENT SALES: 


An estimated 21% more dol- 
lars are being spent for home 
modernizing and new homes. 
Furniture and household- 
equipment sales are reported 
20% over first five months of 


| is the most certain and effective advertising medium to sell active homemakers, today 


ye 


Circulation growth in the first 
quarter of 1941 is the fastest 
in the history of The American 
Hlome magazine. Newsstand 
sales for April, 200,000 ahead 
of January. Heaviest concen- 
tration of all major magazines 
among families with incomes 
over $20 a week (Starch). 


MARKET COVERAGE 


Read wherever the home is 
the center of social life. Leads 
all major magazines in con- 
centration of circulation in 
metropolitan suburbs... leads 
all homemaking and women's 
magazines in Metropolitan 


Market concentration, 


GROCERY BL YING: 


Leads all major magazines in 
editorial pages on living, en- 
tertaining and eating at home. 
Leads all women’s and home- 
making magazines in per- 
centage of readership by 
housewives (Starch). 


DRUG BLYING: 


High in women readership 
(Starch). Greater use and 
brand preference of drugs and 
cosmetics by women readers 
of The American Home is con- 
firmed by new readerresearch, 


HOME-EOUIPMENT BUYING: 


In the 12 months of 1940, The 
Imerican Home carried more 
pages of home-furnishings and 
equipment advertising than 
any other major magazine, 
weekly or monthly, 
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Pg alga Spins 


July 14, 194) 


Adds Two Accounts 

Mace Advertising Agency, Peoria, 
Ill., has been named by Illinois 
Electric Porcelain Company, Ma- 
comb, Ill., and KKK Medicine Com- 
pany, Keokuk, Ia., to handle adver- 


tising 


Many. great and 
conservative 


NEWSPAPERS 


are using the Oren 
Arbogust plan 


Ten new users last 
month. Write for 
descriptive brochure 


It tells of a series of adver- 
tisements that great newspa- 
pers are publishing to help 
them to sell more LOCAL 
linage. It provides the pro- 
motion manager and the local 
manager with advertising that 
teaches NEWSPAPER adver- 
tising to local merchants; 
proves that their priceless 
privilege is their newspaper; 
shows all merchants (inelud- 
ing those who do not adver- 
tise) how they can advertise, 
profitably; seats unforgettably 
in every merchant’s mind the 
reasons for and the cash value 
of persistent advertising, con- 
tinuity, It works best under 
competitive conditions . . ° 
radio, shoppers’ news, another 
newspaper. Write for the BIG 
red brochure. 


OREN ARBOGUST 
‘ ADVERTISING 
Thirty N. Michigan Ave. 
CHICAGO 


‘Dictionary of Werboten Terms’ 


Relating to Status Presented 


Second Unit of Guide’ 
to FTC Citations Is 
Given to Field 


By HARRY HIBSCHMAN 


With regard to the words, terms, 
expressions, statements, and repre- 
sentations in the second group given 
in last week’s issue of ADVERTISING 
AGE, it may be said, in general, that 
any direct or indirect misrepre- 
sentation as to the advertiser’s 
status, as for instance, that he is a 
manufacturer when that is not a 
fact, constitutes false or misleading 
advertising and, therefore, if used, 
subjects the advertiser to action by 
the Federal Trade Commission. The 
main examples of this kind of mis- 
representation will be found in the 
list below: 


Words, Terms, Expressions, State- | 
ments, and Representations relating 
to Status 


Academy—when used in trade 
name, as “Academy of Fine Arts,” 
by an individual. 

Agent—when user is not. 

American—in claim that goods of 
foreign manufacture are. 
in expression “American Offices,” 
used by domestic company pre- 
tending to be foreign; also when 
used to imply that user maintains 
foreign offices, when such is not 
the case, 


[Editor’s Note: This is the second of a series of 12 installments of 
the “Dictionary of Verboten Terms,” an unusual project developed 
by Harry Hibschman to present as complete as possible a list of terms, 
expressions and phrases which have been frowned on by the Federal 


Trade Commission and the courts. 


The first installment appeared last 


week, and the remaining ten will be published weekly in ADVERTISING 
AcE. When the series is completed, it should furnish an exception- 
ally useful guide to every marketing and advertising executive in any 
way responsible for trademarks, labels, advertising material or sales 


promotion. 


This week's installment deals with words, terms, expressions, state- 
ments and representations having to do with the status of a product 


or its manufacturer; next 


and therapeutic claims. 


week’s installment will discuss medical 


While the idea for a comprehensive collection of such material is 
not new, Mr. Hibschman’s series should be of tremendous value for 
several reasons: it is the most complete and extensive list ever pub- 
lished, so far as is known; it lists terms and phrases alphabetically, 
making them easy to locate for reference purposes: it discusses terms 
under ten specific types of relationship to products advertised: and 
in every case it gives the context of the words or phrases which have 
made the terms unacceptable to the FTC.| 


Art Studio. 


Association—in 


Art Association—when used by an 


individual. 


Artists—in expression “Artists and 


Creators of the original De Luxe 
Paintings,” used by a mere dis- 
tributor of pictures, bought from 
other parties, who employed no 
artists and made no pictures. 

in trade name of party 
who owned no studio. 

“Art Association,” 
when used by an individual 

in “Miller Growers’ Association,” 
when used by a corporation and 
three individuals connected with 


t ONE place to go! 


@ When you go to one place for type- 
setting, another for engravings and still 
another for printing, you are definitely 
handicapped. You often spend days 
and days gathering loose ends together 
at increased cost, time and effort. 


@ Why not try what hundreds of adver- 
tising executives and production man- 
agers have found so profitable? Put 
your jobs where your production needs 
are started and finished in one place. 


A N D 


@ No precious hours wasted when you 
use the non-detour, Faithorn 3-in-] route 
— everything under ONE roof. You then 
have just one place to go—500 Sher- 
man Street—where you can check, see 
and follow every detail of your job. 


@ What a relief. What a saving. What 
a logical way to obtain better, quicker, 
more satisfactory results. 


@ Try Faithorn 3-in-] service—and you’]] 
never use the long, lagging, laborious 


route again. 


FAITHORN 


CORPORATION 


500 SHERMAN ST., CHICAGO 
AD-SETTING + PRINTING « ENGRAVING 
WABASH 7820 


os ©. “se eel | 


eh Piel he 


ho Be a 


it, purporting that there was an 
association of growers, when that 
was not the case. 


in trade name “Florida Keys 

Lime Association,” when there 

was in fact no association. 
Branch—as in “branch office,” when 


user has no such office. 
in “Shipment to be made from 
Kansas City or your. nearest 
branch factory,” when the adver- 
tiser owned no factory at all. 
Branches—used in advertising mat- 
ter of a correspondence school 
that maintained no branches. 
Building—in statement that adver- 


tiser occupied a large building, in | 


Which its products were manu- 
factured, when it had no such 
building and did no manufactur- 
ing. 

the use of a picture of a building 
purporting to be that of the ad- 
vertiser, when he has no building 
or when the one shown is not the 
one he occupies. 

Bureau—in trade name, as “Medical 
Bureau of Information,” for pri- 
vate enterprise. 
when used to imply an_ official 
institution. 

Buy Direct—when used by an ad- 
vertiser to indicate that he is a 
manufacturer or producer, when 
he is in fact a jobber or a dis- 
tributor. 

Carnegie Foundation—in repre- 
sentation that published work was 
sponsored by and that advertiser 
Was its selling agent, 
there was no connection. 

Chemists—used by vendors of hair 
preparations who were not chem- 
ists in fact. 

Direct—in “Direct to You.” 
in “Direct from Growers.” 

Distillers—used as descriptive term 
by parties not distillers 

Distilling—in corporate name, con- 
tracts, ads, etc., by concern that 


though 


did not own, operate or control a | 


distillery. 
Educators Association—in name and 
on corporate seal of company sell- 
ing a reference work Held, to 
imply that work was sponsored 
by group of actual educators and 
teachers and that it had semi-of- 
ficial standing 
sngineering—when used in name 
of trade school, and otherwise, 
where courses given were in no 
sense engineering courses and in- 


inal 


structors were not competent to 

give such courses. 
Equipment—as of alleged tailoring 
establishment 


‘uropean Offices 


~_ 


used by company 
that maintained no such offices 


oe 


rchange—in trade name, indicat- 
ing Operation of a place for bar- 
tering of spirituous liquors, when 
user was ordinary dealer in such 
products 


reclusive 


} 


in expression “Exclusive 
Producers,” used by parties not 
producers at all: 
n “Exclusive Distributors,” by 
parties who were not only dis- 
tributors 
Exporters—used by parties who did 
no exporting business 
Factory—when used in any manner 
to imply ownership or operation 


of factory by an advertiser ww! 
has no factory. 

in “Factory Stores, Inc.,” wher; 
company had no interest in an: 
factory. 

in “Factory Distributors.” 

in “Factory Price.” 

in “F: ©..4- 

in “From factory to you.” 

in “Buying direct from my fac 
tories saves, etc.” 

Farmers—in name of company not 
made up of farmers, as “Farme: 
Marketing Association.” 

Fishers—when used by sellers o 
distributors of fish who do n 
fishing and operate no fishin 
boats. 

Fisheries—when used with pictur: 
to indicate ownership and main 
tenance of hatcheries. 

Foreign—representing foreign good 
as domestic, for instance, remoy 
ing or concealing legend “Mad 
in Germany” or “Made in Japan, 
and passing off goods as Ameri 
can. 

Growers—in trade name of compan: 
dealing in citrus fruits bough 
wholly in local markets — n 
grown or produced by it. 
in expression “Direct from grow 
ers to you.” 

Growth—in statement exaggeratins 
growth of advertiser’s business 
as “When I tell you that my busi- 
ness has grown from nothing t 
a five-million a year business.”’ 

Home-Made—in trade name or ad- 
vertisements of factory - made 
product, for example, candy o1 
pies. 

Importer—by party who does no 
import business. 

Incorporated—in name of unincor- 
porated concern. 

Independent—as in “An independ- 
ent organization in no way af- 
filiated with any manufacturer,” 
in advertisements of publishers of 
a purported industrial handbook 
and bulletins, when organization 
was in fact employed by a par- 
ticular manufacturer, and _ its 
alleged unbiased conclusions 


since 1927 
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favored that manufacturer’s prod- 
4 

Institute—in trade name as indi- 
iting a scientific research body 

an educational institution. 

Kitchen—when used in trade name 

otherwise to indicate that a 
ven product, such as candy or 
ke, is home-made and not fac- 
ry made. 

in the expression, “The only 
indy delivered fresh from the 
tchen to you.” 

Knitting—when used in trade name 

» indicate ownership or opera- 

tion of mills. 

oratory—as on letterhead: 
Marvel Products Co., Detroit, | 
lichigan, Office and Laboratory.” | 
, trade name of company main-| 
lining none. 
1 “Run-Proof Laboratories.” 

n “Technical Laboratories.” 

Long-established when used 
ympany in business only a short 
ime. 

Mcede—in “Made by,” used by com- 
any having no factories but act- 
ng as middleman only. 

Makers—used by parties 
ot. 

Manufacturers—when used in trade 


~~ 


who are 


ame, on letterheads, in folders, 
n ads, ete., by concerns that 
neither Own nor operate manu- 


facturing plants. 
is “Manufacturing Jewelers.” 
is “Kastar Specialty Manufactur- 

ing Co., Inc.” 

in “We are the largest sole manu- 
facturers of, etc.” 
in representation that articles 

offered for sale were manufac- 

tured on private estate by wealthy 
retired capitalist hobby. 
liddleman—as in “No middleman’s 
profit,” used by furniture dealer 
who owned no factory but bought 
from manufacturers in the ordi- 
nary course of business. 

Mill, Mills, Milling—when used in 
a trade name or in any other 
manner to indicate the ownership, 
operation or maintenance of a 
mill or mills by an advertiser who 
does not own and is not connected 
with any mill. 
as in name 
Mills.” 
as in “Pioneer Milling Co.” 

Nationally Advertised when said 
of a product not advertised 
and not nationally known. 

Nurseries—in trade name of com- 
pany that does not own or main- 
tain. 
when used in any manner to in- 
dicate ownership or operation of 
nursery or nurseries 

Pioneer—in claim that founder 
officer of a company is a pioneer 


as 


= 


“Par-Tex Hosiery 


SO 


or 


in his field, as for instance, that 
of cancer 
Packers—used by mere jobbers 01 


distributors. 

Plant—when used to imply owner- 
ship of factory 

Preserving—used in trade name or 
otherwise by party owning and 
maintaining no plant or factory. 

Printing—as in name “McGowan 
Printing Company,” where com- 
pany does no printing but is mere 
distributo seller 

Producer—when used by party who 
is not. 


or 


Refining 


Research—when used in 


Publisher—when used by company 


that does no publishing. 


name “Columbia 
for company 


as in 
Refining Company” 


dealing in oils and other lubri- 


cants but owning no refinery. 
corporate 
name or otherwise to imply main- 
tenance of research laboratories 
or actual research work. 

as in “ Cancer Research 
Institute.” 


Representative — claiming to be 


when acting for self. 


Roaster—in “Roaster of Coffee” by 
one who only buys and sells. 
Rogers—when used in some man- 


ner to imply connection with or 
representation of the manufactur- 
ers of Rogers silver products, as 


in “Rogers Silverware Distribu- 
tors,” and in “Rogers Redemption 
Bureau.” 

Scientific- 
names, 


used in trade 
otherwise to indi- 
cate a scientific institution of 
some sort, as in name of com- 
pany manufacturing and selling 
cosmetics, or patent medicines. 


when 
ads, or 


Separate—when used to represent 
that different names refer to sep- 
arate organizations, although they 
are in fact simply different trade 
names for the same individual or 
group, as, for instance, where one 
company purports to be a manu- 
facturing company and the other 
an advertising company offering 
the products of the first company 
as premiums. 


Soapmakers—used in name or ad- 
vertising material of company 
that sells but does not manufac- 


ture soap. 


Sole—as in “Sole distributor.” 
as in “Sole Sales Representative.” 
Syndicate—when used by an indi- 


vidual. 
Tailor, Tailors, Tailoring in name 
or ads of a company that does not 


own, operate or maintain any 
tailoring plant. 

as in “Artistic Tailoring Com- 
pany.” 


as in “Artistic Uniform Tailoring 
Company.” 


Tanners—used by parties who are 
not. 

Trappers—used by mere fur deal- 
ers, as in “Alaska Fur Trappers.’ 


University—in name of correspond- 
ence school. 


Vineyard—in corporate name, 
letterheads, when used 
company that owns no vineyards 
and raises no grapes. 


on 


etc., by 


Weavers—when used by dealers in 
rugs who own and no 
mills, but buy their products in 


the regular markets. 


operate 


Wholesalers—when used by mail 
order house. 

Works—in name of concern that 
owns no plant, factory or works, 
as in Fibre Works,” the 


name of a company dealing in but 
not manufacturing cordage. 
(To Be Continued) 


by | 


One of a series interpreting SM, 


The raise 


Why don’t you try stealing a police car? 


ahat rant 


There sits Old Sourpuss himself. You 
could use the bags under his eyes for pillow 
‘ases. His blood pressure would make the 
Empire State Building look like a Staten 
Island mud-shack. That shiner on his right 
lamp is a goal scored by a 52nd St. polo player 
last night. All in all, the boss is worth his 
weight in horsemeat this morning. 


And you in the hair are asking for a raise! 
Come, lad, why don’t you try something easy, 
like showing a bull the latest shade in lipstick? 


) 


SM, is what you need! 


Esquire’s advertisers, a canny 
that SM, — Esquire’s SMileage content that 
injects the reader with quips and chuckles 
and laughs until he feels good all over... 
helps their ads pull bette: 
SM, technique yourself? Catch the boss the. 
day after he breaks 100 at the club. Catch 
him then, bursting with SM), and he’ll be 


as easy to approach as an Esquire reader! 


"a re 


duction of: tles resi lance 


'. Why not use the 


nduce d hy ple assure ow i” rusal 


If you have something to sell, 
give a thought to SM, 


crew, know 
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Court Upholds FIC 
Orders Despite 
Change in Policy 


Washington, D. C., July 8— 
Advertisers who ask the courts to 
set aside Federal Trade Commission 
orders because the unfair practices 
complained about were halted prior 
to issuance of the orders are wast- 
ing their time and money, judging 
by a Philadelphia circuit court of 
appeals decision. 

The case involved Hershey Choc- 
olate Corporation, Peter Cailler 
Kohler Swiss Chocolate 
and Lamont, Corliss & Co. The 
order concerned vending machines, 
and three companies in that field 
were among the respondents: Sani- 
tary Automatic Candy Corporation, 
Berlo Vending Company, and Con- 
fection Cabinet Corporation. 

FTC had issued a_ cease-and- 
desist order directing the six firms 
to stop entering into agreements by 
which Hershey and Kohler choco- 
late made for the vending 
machine trade were made available 
only to Sanitary, Berlo, and Confec- 
tion Cabinet. In seeking a review 
and suspension of the FTC order, 
petitioners contended the proceed- 
ing was not in the public interest, 
that the order was too broad, and 
invalid practices were discontinued 
prior to FTC action. 

Would Lose Power 

The court held, in its ruling last 
week, that the Commission “would 
have no power at all if it lost juris- 
diction every time a competitoi 
halted an unfair practice just as the 
Commission was about to act. The 
practice may have been discon- 
tinued but without the Commis- 
sidn’s order it could be immediately 
resumed. 

‘*‘Likewise the Commission's 
power would be limited indeed if it 
were restricted to enjoining unfair 
acts of competitors only as evi- 
denced in the past. To be of any 
value the order must prescribe the 
method of unfair competition 
well as the specific acts by which 
it has been manifested. In no other 
way could the Commission fulfill its 
remedial function.” 

In addition to affirming the order, 
the court directed FTC to enter an 
order of enforcement. The same 
court also affirmed an FTC order 
against the Pep Boys, Manny, Moe 
and Jack, Inc., which forbade them 
to use “Remington” brand 
name for radio and 
parts. 

The Pep Boys contended that this 
practice caused no injury to the 
public, that there had been no 
attempt to destroy competition or 
improperly use the word “Reming- 
ton,” and that their 52 auto supply 
stores did not compete in any way 
with Remington Arms or Remington 
Rand, Ine 

The court 


bars 


as 


as a 


tubes 


sets, 


ruled that the record 
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selling. .*. to a 
RESPONSE-ABLE 
audience in the 
central southwest 
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Company, 


shows there are about 50 different 
lradio manufacturers making sets, 
| tubes, and parts, and that “there- 
|fore, when the petitioner took an 
| extensively advertised and well- 
|} known name and placed it upon its 
jradio receiving it did be- 
|cause the name had, in its Opinion, 
certain intangible qualities which 
| would promote sales, and we must 
| conclude that it was selected because 
of contemplated advantage by less- 


sets, so 


ening or otherwise injuring the 
|business of present or potential 
rivals.” 

To Pettingell & Fenton 

| Arthur Vogel, formerly Detroit 
manager for Standard Magazines, 


has joined Pettingell & Fenton, New 
York, as executive assistant. 


| 


ADVERTISING AGE 


WMEBD Celebrates 10th 


Station WMBD, Peoria, Ill., re- 
cently celebrated its 10th anniver- 
sary with an open house that at- 
tracted over 4,000 persons to its 
studios. 

To Abbott Kimball 

Richard E. Burdett has joined 
Abbott Kimball Company, New 
York, as an account executive. He 


was formerly with N. W. Ayer & 
Son, New York, in a similar capac- 
ity. 


To Nutrition Research 


Harry M. Dunlop, for the past 
three years sales and advertising 


manager for Chamberlin Sales Cor- 
poration, has joined Nutrition Re- 
search Laboratories, Chicago, 
sales manager. 


as 


Iowa Listeners 
Spotlighted in 
WHO's 4th Survey 


Des Moines, July 8. — Station 
WHO has released an informative 
survey of Iowa 


listening teritory, | 
the fourth successive one published | 
by the Central Broadcasting Com- | 
pany, owner and operator of WHO. | 
The two men who made the three | 
preceding surveys, H. B. Summers | 
of Kansas State College and F. L. 
Whan of the University of Wichita, 
collaborated on the new work, “The 
1941 Iowa Radio Audience Survey.” 

The survey is a careful break- 
down, replete with maps, tabula- 
tions. divisions into sexes, times of 


July 14, 194) 


listening, day and night coverag; 
maps for competing stations, 


an 


type of programs listened to by bot 


men and women. 

Interviewers in the great m:; 
jority of cases were students fro: 
Iowa State College or other Iow 
colleges, most of them tabulati: 
and interviewing in their hon 
locale. The results are given 
neat, quickly-comprehensible forn 
with a special key as to educatio 
and income group. 


Leaves Oklahoma A & M 


F. E. Wallis, for the past tw 
years advertising and promotion 
director of Oklahoma A. & M. Co 
lege, Stillwater, has been name 
advertising manager of the Dail 
News, Poteau, Okla. 
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Doubles Budget 
for Stardust Slip 
Fall Campaign 


( 


New York, July 8.—Increasing its 
ertising budget to twice the size 
its spring expenditure this year, 


style and wearability. Contest en- 
trants must purchase a Stardust 
slip and, after washing it, submit 
the statement with the blue Star- 
dust tag. Photographs of girls 
wearing the slips will be used as 
illustrations. 

Insertions varying from one- 
eighth to one-quarter and one-third 
page will appear in Fawcett Screen 


Three to Phillips 


Chicago, ha 


Burdette Phillips, 
been named Midwestern advertis 


ing representative for The Bankers 


Magazine, Banking Law Journal, 
and Independent Evhibitor, New 
York. 


Account to Oswald 


stri: Indergarme *orpora- Haveg Corporation, Newark, Del., 
. pg y Beas | ag ccna tnd i Unit, Glamour, Good Housekeeping,’ manufacturer of molded tanks and 
“ee panes ion f ‘ St: ” e 7 fe Ladies’ Home Journal, Life, Smart | fittings, has named Oswald Adver- 
gine Campaign rr ¢ karcust Life~ and Your Charm. Norman D. Waters tising Agency, Philadelphia, to han- 
Insured slips with a contest as the |. 4 ~ociates is the agency dle its advertising. W. D. Lindsey 
f cal point of the promotion. The ere ee oe is account executive. 
c mpaign will continue until the ah a 
re cet cinn ian ostam ot tame |e ee SS Eom To Goodwill Industries 
g 0 and $100 in pF oni HaRe gte4 Ric Products, Inc., maker of Ric Harold F. Snell, formerly with 
. rs a aa - happens’ 1) y..,| Perfume sticks, has appointed J. M. Emery, Bird, Thayer, Kansas City 
other cash prizes which will be| korn & Co., Philadelphia, to handle department store, has been named 
arded for the best 25-word state-| its advertising. Magazines. news- advertising manager of Goodwill 
nts about Stardust slips and their! papers and radio will be used. Industries, Oklahoma City. 
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- Individual Plants 


Personalized in 
Swift Campaign 


Chicago, July 10 
the novel method of picturing em- 
ployes in each of its plants and 
quoting them wherever possible, 
Swift & Co. has given a new twist 


Adopting 


to its latest series of institutional 
advertisements in the 13. cities 
where it operates meat packing 
plants. 

All daily newspapers in the 13 
cities are included in the educa- 
tional campaign, which was _ insti- 


tuted by Swift in 1938 and has been 
continued without interruption. Suc- 
cess of the drive to personalize the 
company, through its’ individual 
plants, is indicated by its salutary 
effect upon the workers themselves, 


according to the company They 
learn about various operations of 
the plants involved, and relatives 
and friends become more inter- 
ested. Special prints of photo- | 
graphs used in the ads are given 


to each man and woman whose pic- 
ture is used. 

Typical of the campaign the | 
St. Louis schedule, which calls for 
11 advertisements during the sum- 
mer months in all daily newspapers 
of St. Louis and East St. Louis, IIlL., 
where Swift has its National Stock | 
Yards plant Illustrations 
department heads, 


Is 


show | 
salesmen, super- | 


intendents, foremen, inspectors and 
both men and women employes. | 
Names and. statements of these | 
workers form compelling para- | 
graphs in the copy below All 11} 
ads are signed by M. Z. Irish, man- | 
ager of the Swift National Stock | 
Yards plant Headlines declare 
“What St. Louis appetites want to 
know,” and “The long and short of 
lard—in the St. Louis area.” 


Mr. Irish himself is shown in one 
illustration, along with 11 other men 
from the St. Louis plant and Madge 
Huegle of the provision department 


The headline proclaims “Trial by 


Taste!” and the picture shows a 
weekly sausage testing meeting 
where each participant informally 


expresses his sentiment about flavor, 
texture and variety of the products 
on trial. 


Six-Point Purpose 


The institutional advertisements 
were planned, according to the com- 
pany, for a six-point purpose: to 
how Swift & Co. as a part of local 
industry rather than just a national 
organization; to sell the company 
rather than products; to personalize 
the company; to show its efficiency 
of service to producer, retailer and 


consumer; to indicate cordial em- 
ploye relations and benefits; and to | 
feature the quality of Swift prod- | 


ucts 

Net result of the continuing drive, 
company heads declare, is to make 
clear Swift’s vital part of local in- 
dustry in each of the 13 cities which 
are hosts to its meat packing plants 

Stack-Goble Advertising Agency, 
Chicago, handles the 
educational advertising 


company’s 


Prohibits Price Cuts 


Gov. John W. Bricker of Ohio has 
igned a bill prohibiting the adver- 
tising o1 ale of cigarets a loss 
leaders, subject to a maximum $500 
fine. The new act follows a recent 
Ohio supreme court decision which 
held invalid a jobber-retailer con- 
tract fixing the price of cigaret 
at 16 cents per pack. The new law 


goes into effect Aug. 27. 


a & 
Trial by Taste! 
jn j ft 


Swift & Company 


This illustration of Swift & Co. officials 
and workers in the St. Louis plant, at a 
weekly sausage testing meeting, is typi- 
cal of the institutional campaign being 
carried out in 13 cities where the com- 
pany operates meat packing plants. 


| revelations, 


Key New Book 
Advertising to 
Trend of Times 


New York, July 8 Giving a 
j}new twist to the promotion of a 


single book, Duell, Sloan & Pearce, 


Louis Fischer's 


with copy keyed 


Inc., advertising 
“Men and Politics” 


Is 


to the trend of public Opinion on 
international affairs. The campaign 
has been extended to newspapers 


in 35 cities throughout the country. 
Insertions ranging from 100 to 
560 lines feature headlines such as 
“Why are we on the brink of war” 
and “The story of Europe,” and are 
constantly being changed to reflect 
public opinion. Headlines are sup- 
plemented by dynamic selling copy 
which presents the book as a reve- 
lation of the “off-the-record” events 
leading up to the current confla- 
gration The book is described as 
“a study in the anatomy of appease- 
ment—and in the anatomy of human 
slavery,” and copy hints of secrets 
never before revealed. 
“You'll know how we 
when you've read Men 
tics because you'll 
Russia got where 
and Spain, and 
France and England. 
over the great promises 
great betrayals of 
You'll stunned book's 
and and 
But you'll never be bored.” 


here 
Poli- 
how 
today, 
and 
live 
the 
years 


got 
and 
know 
she is 
Germany, 
You'll 
and 
twenty 
by this 


angered 


be 


aroused 


One insertion was entirely com- 
posed of quotations from book 
critics and concluded with the 


statement, “This advertisement was 
written by followed by the 
critics’ names 


The author, a foreign correspon- 


dent, is making personal appear- 
ances in stores where the book is 
on sale and is also being inter- 
viewed in radio broadcasts 

In addition to newspapers, For- 
eign Affairs and Yale Review are 
on the schedule Alvin Gardne 
Company directs the account 


To Sweet's Catalog 


R. W. Davis, formerly’ with 
Practical Builder, has been named 
director of field sales for the new 
Sweet’s Catalog File for builders 
with headquarters in New York 


WMBD 


Ask your Agency 
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Antiquated Plane 


To the Editor: I thought Britain 
had all of our obsolete airplanes 
but the enclosed Pall Mall ad fea- 
tures one even they wouldn’t take! 

The headline and copy scream 
“modern design” — yet the naval 
patrol plane illustrated is a Consoli- 
dated Ranger of around the year 
1930 to 1932—only 10 years out of 
date! 

Amusingly 
of the same 


enough, on page 18 
issue of Collier’s, we 
the real “‘modern design” ver- 
sion of this same plane—the 1941 
model Consolidated PBY bomber. I 
shall not take time to point out the 
obvious improvements in “design” 

which “travel” the plane further 
and faster. 

If Pall Mall’s modern 
similar to their 1932 
stick to Bull Durham! 

Everett Epwarps, JR., 
Chicago. 


see 


design is 
plane—I’'ll 
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Private Building Still 


Encouraged, Editor Says 
To the Editor: Your front page 
article in this week’s issue of 
ADVERTISING AGE with a Washington 
date line is surprising and confusing 
to building industry sales executives 
because it assumes a radical about- 


face on the part of Washington 
authorities from the consistent atti- 
tude of encouragement and assist- 


ance to the private home building 
industry which has marked the 8!2 
years of the present administration. 

Your Washington correspondent 
evidently based his report on release 
PM 643 from the Office for Emerg- 
ency Management dated Sunday, 
June 29. Careful reading of this 
release made jointly by E. R. Stet- 
tinius, Jr., Director of Priorities, 
and Charles F. Palmer, Coordinator 
of Defense Housing, clearly shows 
official intent to encourage private 
home building, rather than a plan 
for “regulation of private building” 
as carried in your title. 

Furthermore, there is nothing in 
this official release to justify your 
sub-title, “‘Would Hamper or Halt 
Construction of Homes Costing Over 
$6,000.” 

Your opening paragraph, in which 
you speak of “stringent regulations 
on private non-defense construc- 
tion” being imposed or about to be 


imposed “by the government in 
order to insure the flow of mate- 
rials to necessary defense housing 


projects” is entirely unjustified on 
the basis of the official release and 
is also completely at variance with 
personal interviews which members 
of the American Builder staff have 
had during the past few days with 
Housing Defense Coordinator 
Palmer and others in Washington. 

The official release referred to 
above clearly states that this is “a 
broad program providing priority 
aid for defense housing projects, 
designed to insure the completion 
of such projects as promptly as 
possible.” 

It is well known in the building 
industry that there is no shortage 
or prospect of shortage this year of 


any of the important structural 
home building materials, such as 
lumber, brick, cement, roofing, 


plaster, etc. Dealer stocks are above 
normal and shipments coming 
through promptly. However, accord- 
ing to this new plan for “priority 
aid,” it is clearly stated that if there 
should be hurtful delays in the 
delivery of materials to any essen- 
tial housing job, or any shortage of 
materials, “this program puts de- 
fense housing ahead of civilian and 
non-defense housing projects and 
will assure a steady flow of neces- 
sary building materials to the proj- 
ects deemed essential to the national 
defense program.” 

The joint then describes 
the simple procedure under which 
a building contractor engaged in 
defense housing, either public or 
private, can apply for “priority 
assistance” and this assistance will 
be rendered either on 


are 


release 


a regional or | 


P . | 
area basis, or for the specific project | 
‘ 


Voice of the Advertiser 


This department is a reader’s forum. 


MODERN? 


The cigaret is modern in design but, a 

reader claims, not the Consolidated 
Ranger patrol bomber shown in this 
Pall Mall magazine advertisement. 


Letters are welcome. 


involved. Moreover, such assistance 
is not considered necessary for all 
construction materials but will 
apply only to those materials for 
which a shortage may develop. In 
regard to this, the official 
states, “The ratings to be assigned 
will aid engaged in 
defense housing work to speed up 
delivery of spe- 
cifically named on a Defense Hous- 
ing Critical List, now being pre- 
pared. This critical list will 
contain only those items on which, 
in the opinion of the Priorities Divi- 
sion, preference ratings are neces- 


release 


contractors 


materials to be 


sary to obtain the quantities and 
delivery dates required.” 
Your news story in ADVERTISING 


AGE referring to this “critical list” 
now in preparation, states that it is 
“expected to include such items as 
structural steel, copper, zinc and 
wiring.” And then you go on gra- 
tuitously to add, “These products 
promise to be even harder for non- 


defense builders to obtain than at 
present.” 
Now the official news release 


plainly states that this critical list 


“will exclude items of a vital de- 
fense nature such as aluminum, 
copper, nickel, bronze, zinc, ete. 

except when the Defense Housing 


Coordinator demonstrates that these 
items or products containing these 
items are absolutely essential and 
that adequate substitutes cannot be 
used.” In other words, it is made 
plain that this new assistance pro- 
gram of the Housing Coordinator 
is not undertaking to solve the 
shortage problems on these non- 
ferrous armament metals which, 
after all, are not essential to home 


building. 
Your story makes quite a_ point 
of a $6,000 limitation on home 


building, inferring that everything 
above that price is to be prohibited 
or at least hampered. We find no 
such threat to the home building 
industry either stated or implied in 
this official release 
that the assistance to defense hous- 
ing contractors contemplated under 
this plan will be extended only to 
houses for which “the intended sales 
price is $6,000 or less, or the in- 
tended shelter rental is $50 per 
month or less.” There is not a 
word in this official release nor have 


we had any intimation from any 
responsible federal agency con- 
cerned with housing or priorities 


outlining any restrictive control of 
the private building industry, cover- 
ing either residential or non-resi- 
dential work, or anything menacing 
to builders of the more expensive 
homes. The effort of the adminis- 
tration in this, as in previous pro- 
grams, is to and encourage, 
and the present emphasis, especially 
in the designated defense areas, is 
to provide more and more of the 
low low rental homes and 
housing. 

The official joint release concludes 
with this statement: “The Division 
of Defense Housing Coordination 


assist 


cost, 


It merely states | 


has for the past few months given 
aid for defense housing, both pub- 
licly and privately financed, and the 
new agreement has been developed 
in order to establish regular proce- 
dure. The present agreement will | 
clarify the priorities situation with | 
relation to residential defense con- | 
struction and, it is hoped, will re- 
move any hesitancy on the part of 
builders, lenders, and others who 
undertake this type of construction.” | 

As a responsible business publi- 
cation, dedicated presumably to the | 
distribution of helpful business | 
information rather than popular 
scare stories, I suggest that ADVER- 
TISING AGE compare this final state- 
ment in the official news release | 
issued by Messrs. Stettinius ud | 


Palmer with its own final conclud- 
ing paragraph of its news 
based on this release: “On the | 
other hand, the prospects for the | 
erection of a sizable number of pri- 
vate homes in the above $6,000 | 
class are not bright, whether located 
within or without defense housing 
Then, too, private home 
building at any price in non-defense 
areas may come to a virtual stand- 
still due to the question mark on 
the supply of materials.” 

How you reached any such con- 
clusion is hard for me to imagine. 
Current home building figures are 
up and up. Residential contracts 
for May crossed the $200,000,000 
mark for the 37 eastern states, 
exceeding all monthly totals since 
April, 1929. Most authorities 
predicting a continuation of the 
present home building boom 
throughout this year and probably 
next. Housing Coordinator Palmet 
estimates that 625,000 home units 
will be built in the fiscal year July 
‘41 to July °42. Eighty cent 
of all the homes built today are in 
the cost range under $6,000. Build- 
ing labor is in plentiful supply. The 
peak of construction for war pur- 
was passed in May of this 
year. Home building on a nation- 
wide needed to keep this 
man power employed. Home build- 
ing materials are plentiful and are 
not of a type to be needed for 
armaments or any direct defense 
purposes Moreover, homes _ foi 
industrial workers, for farmers, and 
in fact, for all the people, are uni- 
versally considered a prime defense 
factor, important to America’s 
morale, efficiency, and the national 
economy We are expecting that 
the administration’s consistent atti- 
tude of assistance and encourage- 
ment to private home building is 
going to be continued unimpaired 
throughout the present emergency 
and then greatly strengthened in 
the post-war reconstruction period. 

BERNARD L. JOHNSON, 

Editor, American Builder, Chi- 

cago. 
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A Popular Theme 

To the Editor: In connection 
with the Canadian Club display 
which you published on the “Photo- 
graphic Review of the Week” page 
of your June 16 issue—I wondered 
if you had come this ad for 
Seagram’s V. O., which I out 
of the March issue of Cosmopolitan. 
Two good neighbors with but a sin- 
gle thought! 


across 


tore 


Georce F. HoIes, 
Great Neck, N. Y. 
{Editor’s Note: The Hiram Walker 
& Sons display uses a map of North 
America, on which is superimposed 
a bottle of Canadian Club whisky, 


with a banner reading “For Good 
Neighbors.” The same neighborly 


theme figures in the Seagram adver- 
tisement, a waiter nimbly stepping 
over the U. S.-Canadian border with 
a bottle of V. O.] 


7, VP? 


Sexhibition Defended 
by GAB President 


To the Editor: It is too bad that 
Mr. Nichols did not know more 
about the Sexhibition held by the 
Guild Artists Bureau before he con- | 
signed to Hell the souls of so many | 
of the good advertising who | 


men 


|saw it. 


It really was just a smart 
exhibition of girl subjects executed 
by some of the best artists in the 
country. Such men as_ Harvey 
Dunn, Bradshaw Crandall, Robert 
O. Reid, Hayden Hayden, Earl 
Oliver Hurst, and others of equal 


|rank would never lend their talents 


to bawdy art. 

The word Sexhibition is probably 
what bothered Mr. Nichols. He 
should know that artists must have 
their pictures seen. This exhibition 
was for that purpose, and we felt 
the word Sexhibition would attract 
more interest than something like 
“Exhibition of Female Subjects,” 
for example, and it undoubtedly 
did. Many of those ranking high 
in the advertising world who came 
to see them and cast their votes 
were fine types of God-fearing gen- 
tlemen. Let us hope that they can 
continue to be stirred by the vision 
of a round throat and soft curves 
until they are well past a hundred. 

Of course, we agree with Mr. 
Nichols that art should be kept on 


|'as high a plane as possible, but like 


so many other things, much depends 
upon the individual’s point of view. 
It's a good deal like the case of 
the bishop who, strolling down the 
beach, was confronted by one of his 


| elderly lady parishioners. In a sharp 


voice she said, “Bishop, don’t you 
think it’s awful for those little boys 
down there to be bathing without 
anything on?” To which the bishop 
replied, “Why, Madam, I had not 
noticed before whether they were 
little boys or little girls!” 

The Bureau lays no claim what- 
ever to the discovery of sex. In 
fact, sex has been a subject of con- 
siderable interest for a 


good many 
years. Most cosmetic advertising is 
built around sex appeal. Many 
artists and advertising men who 
devote their talents to these lines 


are thus enabled to rear and educate 


their families with all the advan- 
tages that children should have. 
Mr. Dunn, himself, has probably 
exerted as much influence as any 
contemporary artist in raising the 
standards of art He has taught 
many of the leading illustrator 
their craft, and continues to do s« 


The nude he exhibited was a beau- 
tiful opalescent painting with colo: 


like the inside of a sea shell, and n 
one who saw the picture could 
possibly attribute anything to 
other than a vehicle for the expr 
sion of coler and line. 

I think, as Mr. Nichols suggest 
it would be fine if such artists 
Grant Wood, Thomas Benton, Rot 


ert Brackman, and John Cur 
would lend their talents more ofte 
to advertising art. The Artist 
Guild would welcome them a 
members. 

Thomas Benton’s “Suzanne an 
the Elders” was exhibited in th 


Fifth Avenue window of Brentano 
this past winter, and there we: 
always large crowds in front of 

I am told it now hangs in Bills 
Rose’s bar. The story of Suzann: 
has been a favorite one with artist 


for many years. An opulent nud 
is depicted in the act of bathin; 
in a sylvan pool, unaware of 


group of lecherous-minded old me: 
peering at her through the foliage 


I can assure Mr. Nichols we had 
nothing in our exhibition com 
parable to this. 

The Guild Artists Bureau, M: 


Nichols, is conscious of a 
responsibility. 


great 
It is the sales outlet 


for the work of several hundred 
free-lance artists, members of the 
Artists Guild. These men are al! 


dependent on the sale of their work 
for the support of their families. 
Our principal task is to let as many 
people as possible know about the 
job we are doing. The Sexhibition 
was merely a device, but was so 
successful that it will probably be 
an annual affair. I hope, as Mr. 


Nichols paints his delightful pic- 
tures of red barns, that he may 
become more tolerant if he bears 


in mind that 


haylofts 


red barns also have 


GEORGE BAKER, 
President, Guild Artists Bureau, 
Inc., New York. 
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designed and prepared 
Polk & Co., with 
account executive. 


SCENIC ADS 


by R. L. 
Ralph L. Hall 


company. 


months hence when heat waves will 
|}have turned to cold waves, Locke 
Stove Company is outlining to deal- 
in a finely printed booklet of 
ome 50 pages its comprehensive 
| program for informing prospects of 
|} ways and means of circumventing 


| ers 


plete sales promotion manual for 
dealers. 


farm 


displays, metal pennants, 
picture slides, handbills, newspaper 
mats and individual copy service 
and cooperation from the Locke 
advertising department. The com- 
pany also is offering $5,000 in prizes 


signs, 


Joins Valvoline 
Stuart Siebert, formerly advertis- - 


W 
to direct 


named L. 
Chic 


Company, maker of Guardex, to 
handle a campaign using business 


1fO, 


Rejoins Miller Freeman 
Orchard Lisle, 


Ramsey 
its 


- the s ) 
Donald F. Cutler I ‘ke’s “Warm Morning” tove by EC : ; } for the past 12 
vaincstee edeaihind sOCKE S < worming = stove |ing manager of Velva-Sheen Mfg.| years editor of World Petroleum, 
is sales promotion manager of the campaign will use some two dozen Company, Cincinnati, has joined| Hoboken, N. J., has rejoined Miller 
state papers, several more | Valvoline Oil Company, Cincinnati,| Freeman Publications, San Fran- 
—_— farm papers with national circu- | 4s assistant advertising manager. cisco, to be editor of The Log 
LOCKE STOVE ANTICIPATES lation, national magazines and 
18 business papers. Other sales Adds B : 
ates Baits 

JACK FROST'S ADVENT helps offered by the company in- To Burns & Potter be ‘ 
Kansas City, Mo., July 9.—In clude illustrated folders, a sales| Burns & Potter, Inc., Chicago, has| _The ag = ame ggg ova 
: : = . ' . One ' is g ‘es, LaCrosse, is., has 
anticipation of the time some manual, counter cards and window | been named by the Arzone Products of fishing lures, LaCrosse : 


Company, 
advertising 


papers and direct mail. 


Advances Crawford 


William F. Crawford, vice-presi- 


‘alers lez g sales ari- oe 
ar to dealers le ding in sales ath a dent since 1937. has been elected Hughes 
Jack Frost on his annual invasion. ous county classifications. Distribu- president of the Edwards Valve , - Frid: 
The book is a veritable catalog of tor salesmen also share in prize and Mfg. Company, East Chicago, ” “weomened ty Acoavtane 
i -* ponsored by spertane 
Locke stoves in addition to a com- awards. Ind. 


News and 
Views by 


John B. 


Scenic views of all parts of the country 
dominate the 300-line newspaper adver- | 
tisements, window displays and point-of- | 
sale material used to promote Century | 
Club bourbon whisky, product of Cen- | 
tury Distilling Company, Peoria, Ill. The 
window display invites consumers to use | 
a View-Master in seeing three-dimen- | 
sional color pictures of historic spots. 
Louis E. Wade, Inc., Fort Wayne, Ind., | 
is the agency. 


Berwind Fuel Co., 


Locke Stove Launch 
Anti-Cold Drives 


Chicago, July 9.—A good many 
more householders will be flinging 
hovelfuls of Berwind briquets into 
their furnaces 


| 


| 
| 
| 
| 


next winter as a 
result of an unusual direct mail @ 
campaign which Berwind Fuel 


Company is just inaugurating 


among its more than 2,500 dealers 
in the Midwest. Both large and 


small towns as well as rural sections | 
will be reached in the drive. 

As the first step in the compre- 
hensive program outlined by the 
company, dealers are receiving a 
large, attention - getting portfolio 


outlining the plan. The book tells 
about the mailing of a_ sample 


briquet with a letter from the deale1 
enclosed. Mailing No. 2 is a folder 
with a letter on the outside and a 
printed sales message about the 
briquet on the inside. There are 
two succeeding postcards with the 
prospect’s name on one in jumbo 


type. 
All these are sent to prospects 
whose names are forwarded to the 


company by dealers. “We expect 
participation by a majority of deal- 
ers on the of paying the 
postage and a portion of the briquet 
cost,” say company officials. Such 
costs as printing, production, ad- 

shipping of material 
prepaid will be absorbed 
by the company. The campaign is 


basis 


dressing, 


express 


expected to consist of at least a Highest quality, an extensive line, and finer printed  re- 
half million pieces with some 15 ; 
oe ee ee eee sults, for years have maintained Champion as the largest 
0 prospec Ss. 

The mailing pieces have been | 


: 
SPOT BROADCASTING 
| permits spot budgeting 

‘to fit each market's volume! 


maker of printing papers. Along this endless paper thor- 


oughfare moves the advertising of the best merchandise 


America has to sell, and this parade succeeds in selling 


the whole show, from hats to hatchets, shoes to sugar, 


cornets to corsets. 


Whether your requirement is coated or 


Ge Mot Sets uncoated book, offset, posteard, cover, envelope, or card- 
| , . . . 
J board, you gain a better place in the great selling parade 
wasted on — . ‘ 
the DEAD SPOTS when you put your advertising on Champion paper. 
/; y 
/ 
, 
: Special attention for 
PROBLEM SPOTS 


. 


JOHN 


Fy 


>) & COMPANY 


“NATIONAL STATION 
Y REPRESENTATIVES 


ante o~ 


MILLS 


AT HAMILTON, OHIO. 


and Tablet W riting . 


. . CANTON, N. C. 


... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


. . Over 1,500,000 Pounds a Day 


District Sales Offices: NEW YORK + CHICAGO + PHILADELPHIA + CLEVELAND - BOSTON + ST. LOUIS + CINCINNATE + ATLAN' 


CHAMPION PAPER * 
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Defense Plants Springing Up 
Among Miami's Palm Fronds 


Arms Impetus Expected 
to Put Resort City on 
Industrial Map 


By FRANK JAFFE 


Miami, Fla., July 10.—The royal 
palms of this tropic wonderland 
wave today over production lines of 
defense industry and the theme 
song of the Magic City is being 
changed to “It’s Boom (instead of 
Play) Time in Miami.” 

This tourist paradise has just 
gone through its best season on rec- 
ord and looks forward to its best 
summer but for the first time in 
memory the longtime planners 
aren’t thinking too seriously about 
the tourist trade. They're talking 
about floor space for machines. 

That defense dollars are bearing 
profitable fruit is shown in the 
latest compilation of business fig- 
ures, one of which—percentage of 
increase in the amount of bank 
transactions—shows a plus of 17.6 ihree shifts of workers are busy turning 
per cent for Miami, unusual for *‘-craft plant in Miami. Now working 
summer business. 

Fifty million dollars is the cur- 


AIRCRAFT PLANT AIDS MIAMI BOOM 
Hy 


out plane parts at this Intercontinent 
on four million dollars’ worth of con- 


tracts, the company soon will start turning out center sections for planes and 
assembling entire aircraft. 


rent estimate placed on defense or- 
ders now being filled in the Greater | culties on the West coast, California 
Miami area. More millions are on | airplane manufacturers will come t 
the way the Miami area for their plant ex 

Airplane parts, parachutes, tor-| pansion. There is a hint that up- 
pedo boats, iron and brass castings,| wards of 18,000 men will be em- 
diving equipment, tank and gun|ployed in Miami in these anncx 
parts, and army tents are among the) plants. Already some Douglas 
defense items on Miami’s manufac-| workers from the West Coast are 
turing list. There will be more. assisting in the operations at the 

There is a_ possibility, for ex-|new Intercontinent Aircraft plant 
ample, that because of labor diffi- | here. But most Miamians view 
such a proposal in the same light 
as the nebulous plans for bringing | 
Hollywood’s film industry to the} 
Magic City. 


LATIN AMERICA 
MAILING LISTS 


Send for free catalog. 


LATIN AMERICA LIST & Low cost of construction, ade-| 
INFORMATION SERVICE quate labor supply, more daylight} 
225 FIFTH AVENUE NEW YORK hours, transportation facilities, mu- 


Many Favorable Factors 


nicipal cooperation—these are the 
avorable factors that are bringing 
more defense contracts to this area. 

Other favorable factors are bring- 
ing thousands of prospective alir- 
plane pilots and navigators here for 
training. Government contracts and 
grants are pouring in for that phase 
of our national defense. 

All of this activity is being re- 
flected in the zooming business in- 


dexes but that is only part of the] 


story. The dream of a progressive 
segment of leading citizens to make 
Miami industrial-minded, to bring 
about the development of year- 
round business, is coming true un- 
der the golden touch of Uncle Sam 

The landscape is still a vista of 
waving palm fronds and ocean 
waves but tucked away in harbor 
coves and along the railroad and 
on the river are the day and night- 
working industrial plants, turning 


}out an ever-increasing volume of 


Vhs Rich Warhee 


ADVERTISE in THE MIAMI HERALD 


According to 1940 U. S. Census figures, Greater Miami is America’s 
fastest growing city ... A rich market comprised of more than 
67,000 families of which 61,000 are white. 


Greater Miami's growth is reflected in any indices you may ex- 
amine ... For example: Advertising Age, in a comparison of 
April. 1941, with April, 1940, shows: Electric power consumption, 
up 10%: new car registrations, up 18°; retail sales (estimated), 
up 19%; telephones in use, up 18%; postal receipts, up 12°: 


postal savings, up 5°, and gasoline sales, up 8°. 


Based on new census figures, The Herald covers 81.2°o of this 
fertile market. 


Publisher's statement for the 6 months ending March 31, 1941. 
Average Net Paid, DAILY 100,225 . . . SUNDAY 106,956 


Che Miami Herald 


STORY, BROOKS G FINLEY, National Representatives 


defense materials. And even the 
Miami Chamber of Commerce, with 


| one ear cocked to the pleas of hotel 


owners and winter estate owners, 
recognizes the nucleus of Miami's 
long hoped-for second industry. 


Symbol of all this development is | 
Intercontinent Aircraft’s plane and 
parts plant which when completed | 
will represent a $2,500,000 invest- | 
Not large as plane factories | 
go, this is a model for other small | 
plants all over the country and is | 
pointed out as a suggested model to 


ment. 


South American visitors. 
Builds Parts for Others 


Two full shifts and part of a third 
are now at work in the completed 


sections of Intercontinent’s plant 


Four million dollars worth of prime 
and subcontracts are now on hand, | 
Intercontinent 
turns out parts and sections for 
North 
American, Sperry, and others. Three 
thousand men will be on the pay- 
roll before many weeks And as 
contracts 
come in, more men will be put to 


with more to come 
Vultee, Vought - Sikorsky, 
expand, new 


facilities 


work 


Intercontinent may be the symbol 
but here are other examples of the 


Miami transition: 


Merrill - Stevens Drydock Com- 
private 


pany is commissioning 
yachts for naval duty 


Miami Shipbuilding Company is 
constructing crash boats for the 


navy 


Barron Ventilator Mfg. Company 
is supplying the government with 


ventilators. 


Metal Products Company, largest 
metal frame screen manufacturer in 


the South, has begun work on 


new government order for explosive 
sheet fuses, and will add 500 work- 
ers. It was previously given a half 
million dollar government contract 

Biscayne Brass Foundry is manu- 


facturing brass castings 


Miller Dunn is operating at full 


schedule on diving equipment for) and more arriving almost daily, 
the navy. gradually being expanded by th 
government. 

In the background of this trainin; 

Southern Engineering and Metal program and the building up of n; 
Products Company is turning out val and coast guard bases is t!) 
shell casings, fuses, and other army opinion of military men that th 
items. area is the mainland bulwark of t} 

Biscayne Tent and Awning is now future for defense of the Pana: 
on a third contract for army tents. Canal and the Caribbean area. 

U. S. Foundry and Mfg. Company Proof that Miami is the gateway 
is turning out castings. of the Americas is shown in t} 

McFarland Tent and Awning increasing air travel through th 
Company has been at work for metropolis. Eastern Airlines, cor 
some time on canvas water tanks | necting Miami with the North ar 
for army use. East, maintains its operations ba 

Tycoon Tackle, Inc., is filling con- here. Pan American, largest ar 
tracts for the army, making target| most important international a 
towing implements; and has started | line, conducts its entire operatior 
construction of a new plant to make | from Miami, with the most elabo: 
precision aircraft instruments for | ate international terminal of it 
the navy. kind located at Dinner Key. Ever 

Two Miami construction firms are | day giant clippers land and take of! 
working on an order for construc- | on a schedule that includes Nassau 
tion at the Key West naval base, Cuba, Central and South Americ: 
using several hundred Miami work- 
crs on the million dollar project. 

A score of other firms are in the In ten years, Pan American’s pas- 
defense picture but no estimate of senger total has risen from a littl 
the total value of products is avail-| over 8,000 in 1930 to more than 77,- 
able. One shipbuilding company, 000 in 1940; and this year’s figure 
working on more than a million! show new records being set. 
dollars worth of small armored) Airmail and air express, as well 
boats for Britain, has built an entire as international air express, will to- 
new plant. tal in the neighborhood of 2,000,000 

Pan American Airways is COn-| pounds before the year is out. And 
ducting a training school for fliers.) before another year has passed, Mi- 
RAF fliers are learning navigation gmi’s 13 airports will hold a place 
at the University of Miami under among the most important in the 
government direction. Embry-Rid-| western hemisphere. 
dle school of aviation has obtained What is the effect of all this ac- 
several government contracts for) tivity on Miami business? The 1940 
the training of pilots, and may soon) estimate of 1,500,000 winter visitors 
become the largest private aviation| and $90,000,000 tourist spendings 
training school in the South. was exceeded during the season just 

The navy itself is training more passed. The latest annual retail 
and more aviation cadets at its na-| sales figure stands at nearly $213,- 
val reserve aviation base  here,| 000.000. for the trade area. 
bringing in men from six Southern Latest department of commerce 
States, figures on retail sales in Florida 
show Miami leading the state with 
a 40 per cent increase for May, 1941, 

The Miami coast guard base at over May of last year. 

Dinner Key is adding to its fleet of Per capita spendable income is 
patrol and scouting planes. The among the highest in the nation. 
coast guard training school at Ft. Per family expenditures for new 
Lauderdale is operating at full ca- cars, homes, drug products rate 
pacity. among the highest. Miami's postal 

The huge naval air station at Opa) savings for 1940 rated sixth in the 
Locka, with approximately 5,000 nation, topped the entire South, and 
men in training at the present time now show about $11,000,000 on de- 


Many Types of Products 


Air Activity Booming 


Naval Station Enlarged 


| 


| 


| 


| 


THIS IS A “GAMBLER'S ROSE” 


The experts do this with one quick flip. Beginners 
spend more time picking up the petals. Experts in 
advertising know results come quickly when WIOD 
tells South Florida their message. Because WIOD 
is first in programs and in coverage, it is first in 
selling effectiveness. 


Greater Miami rates among the leading metro- 
politan areas in spendable income, money available 
for food, toiletries, clothing, automobiles, homes, 
cigarets. WIOD sells them all. 


5,000 WATTS 
610 KC 
MIAMI 
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MIAMI AIR TRAINING SCHOOL TURNS OUT FUTURE FLIERS 
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Shown here is one group of student pilots at the Miami training schoo! of Pan American Airways System. 
sand aviators of the future will receive their training at this Pan American base. 


Name Contest Judges 
Three judges have been named 
for the Packaging Show to be con- 
ducted by The Spice Mill, New 
York: Alex Pisciotta, director of 
the Bureau of Weights and Meas- 
ures for the City of New York: 
Charlotte Adams, home economist 
of PM; and William Longyear, head 


of the department of advertising 
and packaging at Pratt Institute, 


Brooklyn. Winning packages will 
be on parade at the convention of 
the National Coffee Association, 
White Sulphur Springs, W. Va.. 
Sept. 8-10. 


Philip Ritter Company 
Signs FTC Stipulation 
| Philip Ritter Company, New York 
} agency, has entered into a stipula- 
tion with the Federal Trade Com- 
mission by which it agrees to cease 
making certain claims in advertising 
prepared for Grace Donohue, Inc., 
New York. 

Philip Ritter promised to stop ad- 
vertising that Grace Donohue clean- 
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Pee y, 


Al 


Severa! thou- 


osit. Annual postal receipts are 
ver the $2,000,000 mark. 


Population Building Up 


Population in the last ten years | 
1as gained 86 per cent, leading the 
iation for metropolitan markets. 
All other trade factors are up in 
proportion. Dade county (Greater 
Miami) leads the state in population 
with 266,164 persons, and its trad- 
ng area has nearly one-third the 
state’s total retail sales. 

Dollar value of building permits 
during 1940 reached a new high of 
$36,417,782, the greater portion be- 
ng for new hotels, apartment build- 
ngs and homes. At the present 
time, the number of unoccupied 
dwellings is half of what it was a 
year ago. New homes are being 
constructed at an increasing rate 
while the amount of new hotel con- 
struction is decreasing. 

For the first six months of 
metropolitan Miami building 
mits totaled $16,455,735, not 
cluding the naval construction at 
Opa Locka. During the past 17 
months, approximately $5,000,000 in 
construction has been started or 
completed at the naval air base. 


1941, 
per- 
in- 


Miami itself in May showed an 
nerease in building over a year 
ago, $1,581,518 against $1,307,665. 


Suburban towns of Coral Gables, 
North Miami, South Miami, Surfside 
Miami Springs, Miami Shores, and 


Biscayne Park all showed sizable 
increases in building over a year 
ago. 
All Indexes Up 
The half million dollar naval 


housing project, a direct result of 
expansion of activities at the naval 
air base, is included in the Miami 
total. 


Here are other business indexes, 
using April, 1941, figures against 
those of April, 1940: 

Electric power consumption—up 


10 per cent. 
New car registrations—up 18 per 
cent. 


FOR PRINTING PLATES OF STERLING QUALITY 


PHOTO-ENGRAVING IN COLOR PROCESS, 
BLACK AND WHITE, BEN DAY, LINE 


“PROOFING ON FOUR CLAYBOURN 


AUTDMATIC 4-COLOR PROOFING PRESSES 


DAY AND NIGHT SERVICE 


304 E 45TH STREET, NEW YORK, N.Y 


| for 


the output of the Miami Beach 
plant. 

Recently, President J. Y. Gooch 
lof the Miami Chamber of Com- 


Retail sales—up 19 per cent (esti- 
mated). 

Telephones 
cent. 

Postal receipts—up 12 per cent. 

Postal savings—up 5 per cent. 

Gasoline sales—up 8 per cent. 

Electric appliance sales—up from 
15 to 40 per cent. 


in use—up 18 per 


ser will cure or “work wonders 
| with” blackheads, and that it is a 
healing agent and an_e efficient 
method of preserving a_ clear, 
To Joseph Jacobs | smooth or attractive complexion. 
Joseph Jacobs Jewish Market | 
Organization, New York, has been| Hartmann to Frey 
named as advertising counsel for| The Hartmann Trunk Company, 
the Jewish field by Benton &/ Racine, Wis., has named Charles 
Bowles, New York, and Colgate- | Daniel Frey Company, Chicago, to 
Palmolive-Peet Company, Jersey| handle its advertising. 


City. i will be used. 


Magazines 


Pays Agency Commission 


Mechanical Engineering, New 
York, has announced that it will 
pay a 15 per cent advertising agency 


commission, effective with 


issuc. 


its July 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KF 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


In two categories the figures for 
May are available showing an even 
more healthy business outlook. New 
car registrations in Dade county for 
May, 1941, are up 58 per cent over 
May, 1940. Gasoline consumption 
up nearly 20 per cent for the 
similar period. 

One June figure made available 
shows postal receipts for the Miami 
area 26.77 per cent ahead of June, | 
1940. 

Miami Beach inquiries received 
from all parts of the country, com- 
ing from prospective tourists, 
showed an increase of 69 per cent 
June over June of last year. 
These inquiries have been a good 
indication of the tourist trade in 
past years. 

Concrete evidence of faith in the 
immediate future of industrial de- 
velopment in the Miami area 
shown by the Florida Power and 
Light company, which is construct- 
ing additional power facilities in 
this section. A total of $7,000,000 
will be spent to make the Ft. Lau- 
derdale plant the largest south of| 
Atlanta, increasing the kiolwatt out- | 
put by 50 per cent, and quadrupling | 


Is 


is 


merce pointed out that while efforts 
to increase tourist business must be 
continued, there was no overlooking 
the advantages Miami offers to in-| 
dustry. Citing an industrial payroll 
then of more than $12,000,000, he 
listed over 100 different classifica- | 
tions of manufacturing firms al-| 
ready established, with product} 
value of $18,500,000. 


Definite Industrial Drive 


“We must neither subjugate our 
tourist activities to our industrial 
growth,” Mr. Gooch declared, “nor 
can we overlook or minimize the 
manufacturing interests in favor of 
resort activities 

It is vitally essential that 
we help our present industries to| 
grow larger, employ more people 
and encourage greater use of oul! 
natural resources, as well as induce 


TO THE COMMERCIAL APPEAL 


Award by The 
American Legion 


‘‘For the Best Editorial 


Discussion of the Legion Program 


, 


By an American Newspaper’ 


a ik 

HE STEPHEN F. CHADWICK Editor- 
ial Appreciation Trophy is designed to give recog- 
nition to the work of American Newspapers in ap- 
praising the worth of the program of the Legion.” 
It is a signal honor for The Commercial Appeal, 
among all American newspapers, to have been de- 
clared the 1940 winner of this important award. 


+ The Commercial Appeal supports the Ameri- 
can Legion just as it supports every organization 
whose aims are the highest Americanism. It is 
the brilliance, the sincerity, the effectiveness of The 
Commercial Appeal’s support, however, which are 
noteworthy. It is for these that The Commercial 
Appeal has been awarded its long list of journal- 
— citations and honors, including the Pulitzer 
-rize. 


+ More important than any citations are the 
love and respect it has earned with its readers in 
its life-span of 101 years. Through the Mexican 
War, through the Civil War, through the 
yellow fever epidemic which wiped out half 
of early Memphis, The Commercial Appeal s 
has been the great editorial force of the 1 
Mid-South. 


established manufacturers from 
|other parts of the country to move} 
their operations to Miami 
; aN not necessary,” 
“to sacrifice either of 
of economic prosperity 


added, 
factors 


he 
these 


IS 


essential that we develop then 
both.” 
Since that statement was made, 


the Chamber of Commerce working 
with business men of the area has 
placed before Washington officials 
a complete survey of Miami's po- 
tential in the defense system. Since 
then, too, government officials have 
made their own surveys, are now 
showing convincing evidence that 
they appreciate the importance, the 
strategic location, the relative low 
costs, and the unusually good cli- 
matic advantages of Miami an 
important industrial cog in the na- 
tional defense scheme. 


as 


rather it is| 


+ Today, with its unparalleled back- 
ground, its rare heritage of reader loves 
and lovalties, it offers an incomparable ve- 
|hicle for advertising. 


THE MEMPHIS 


: COMMERCIAL APPEAL 


The Commercial Appeal and 
The Press-Scimitar are the two 
great Scrippse-Howard newspa- 
pers serving Memphis. Repre- 
sented by the National Adver- 
tising Department of Scripps- 
Howard Newspapers. 230 Park 
Avenue, New York Also in 
Chicago, Detroit, Philadelphia. 
Memphis and San Francisco. 
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Edited by 


Commercialization of 


Free Speech 
While congressional leaders and 
other nationally prominent indi- 


viduals do a great deal of yapping 


about “free speech,” Carlisle Bar- 
geron in the June Nation’s Business 
points out that anyone who has 


had the job of engaging speakers 
for dinners or meetings will testify 
that mighty little of speech is free. 
A New York speaker’s bureau re- 
cently solicited Washington’s dol- 
lar-a-year men with the blunt cor- 
respondence school question: “Do 
you want to stay in that income 
groove all your life?” and added a 


The JOU a TWINS 


With Over 52,000 .- 
Daily Circulation: 


Sioux City leads every city in in 
the state as a wholesale city. 


Ranks eighth in the stock- 
yards industry in the Unites 
States. / 

1940 it showed the largest 
percentage of gain in livestock 
receipts in the entire — 
industry. ; 


i 
, @e@ee@ 
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Genet Aivatidng Qeaumtatee of The Seuad 
NOEE, ROTHENBURG & JANN 
New York - Chicago - Detroit - San Francisco 

eee : 
Owners and Operators of Station KSCJ : 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


RALPH 


Oo. McGRAW 


number of them to its list of 
taient. 

Senators, congressmen, and high 
government officials in general are 
coming more and more to compete 
with humorists, columnists, com- 
mentators, professors, and refugee 
statesmen in the vast and _ profit- 
able American industry of speak- 
ing before women’s clubs, business 
men’s meetings and gatherings of 
every sort. 

If you want to get a better under- 
standing of the world’s problems, 


try a Washingtonian, advises the 
author, but unless it’s a_ political 
meeting, be prepared to shell out 


from $200 to 
Thus, we see, 
cial angle to 
ished liberty. 


Effect of Speed on 
Railway Workers’ Pay 

Referring to the demands of loco- 
motive engineers, firemen, conduc- 
tors and brakemen for an advance 
of 30 per cent in their pay, Railway 
Age for June 28 emphasizes how 
nuch the pay per hour of these 
‘mployes has been increased by the 
zreat increase in the speeds of both 
passenger and freight trains within 
recent years—also, that, without 
iny advance in their present rat 
f pay, they could and would make 
much larger daily, monthly and 
innual earnings, if their labo: 
unions did severely restrict 
he amount they can work The 
yublication cites the following ex- 
ample: 

“A passenge 
yma western 
$8.67 for 
works; 
nileage he can run monthly that he 
works only 43 hours a 
which he receives 


$500, plus expenses. 
there is a 
America’s 


most cher- 


not so 


r locomotive 
railway is 
every hour he 


engineer 
now 
actually 


paid 


$373 a month, or 


commer- | 


but his union so restricts the | 


month, for | 


MEMBER 
TEXAS 
QUALITY 
NETWORK 


CLEAR 
NBC AFFILIATE 


CHANNEL 


REPRESENTED NATIONALLY 


BY EDWARD PETRY & CO. 


$4,476 a year. The proposed ad- 
vance of 30 per cent would increase 
his hourly pay to $11.27; his monthly 
pay to $485, and his annual pay to 
$5,820—for working 43 hours a 
month. If, after that, the restric- 
tions of his labor union on his 
working were withdrawn, and he 
worked twenty 8-hour days a month 
at $11.27 an hour his average 
monthly pay would rise to $1,801 
and his annual pay to $21,624! 

“All that his union is actually 
asking, of course, is that he shall 
| be paid in future $5,820 a year for 
| working, as now, only 60 days a 
year—in order, no doubt, that he 
may continue to have opportunity 
to enjoy leisure, or engage in other 
profitable pursuits, during the re- 
maining 305 days a year! But the 
illustration does emphasize why the 
unions restrict the amount their 
members may work, and the effect 
of the increase in train speeds in 
| (1) increasing the hourly earnings 
of train service employes and (2) 
increasing their leisure time. 

“It has these effects because the 
basis of a day’s pay in road freight 
service is ‘8 hours or less—100 miles 
or less.’ Therefore, if the employes 
make a run of 100 miles or less in 
less than 8 hours—and it does not 
matter how many hours less—they 
receive a full day’s pay. Likewise, 
in through passenger service the 
method of determining pay is the 
same, except that for engineers and 
firemen in such service ‘5 hours 
or less—100 miles or less’ constitutes 
a day’s work for purposes of pay; 
while for conductors and brakemen 
in such service ‘74% hours or 
150 miles or less’—is the basis for 
a day’s pay The great increases 
in train speeds, of course, have 
correspondingly reduced the num- 
ber of hours required to run most 
trains the required distances of 100 
|}miles or 150 miles, and thereby the 
number of hours’ work required to 
| get a day’s pay. 

“Largely due to this the average 
pay per hour of passenger train 
employes rose 39 per cent from 1926 


less 


‘Scholastic Roto’ 
to Publish First 


Issue in November 


Chicago, July 9.— With a guar- 
anteed circulation of 1,000,000 
already 40 per cent assured, Scho- 
lastic Roto, a new venture in the 
publishing field, will hit America’s 
youth market this fall with its first 
monthly eight-page rotogravure 
section. 

Plans for the tabloid-size section, 
to be published by the National 
Scholastic Press Association, were 
initiated by Winton Brown, Chicago, 
who is its advertising representa- 
tive. Forty per cent of the total 
circulation, Mr. Brown explained, 
was obtained by one mailing to but 
a third of the membership of the 
NSPA. Total membership of the 
association is approximately 2,500 


high school newspapers, and the 
major portion of Scholastic Roto’s 
circulation will be among. these 


papers. The rotogravure supplement 
will be similar in setup to the Col- 
legiate Digest and will carry news 
pictures sent in by the high school 
students themselves, or their teach- 
ing staffs. Rates based on a circula- 


ition of one million are $3,500 for a 


full page, and no tobacco or liquor 


|advertising is to be accepted. 


Although statistical information 
on the country’s youth market is 
|}scarce, Mr. Brown said inquiries 


sent to department stores and other 
retail outlets indicate that it is im- 
portant to such advertisers as manu- 
facturer of pens and_ pencils. 
clothing, musical instruments, pho- 
nograph records, cameras, sporting 
goods, toilet articles and candy. 

First issue of Scholastic Roto, 
which is to appear 10 times during 
the school year, is scheduled for 
Nov. 15. 


Changes Agency Name 


Smith, Hoffman & Smith, Pitts- 
|burgh, has changed its corporate 
jname to Smith, Taylor & Jenkins. 


| Under the new arrangement, Robert 


| former 


ito 1940 and the pay per hour of 
through freight train employes an 
iverage of 46 per cent. Conse- 
quently, the increase of 30 per cent 
now demanded for them would} 
make the average hourly pay of 


passenger crews 81 per cent higher, 

nd that of through freight train 
crews 90 per cent higher, than in 
1926.” 


WGN Readies for 
FM Broadcasting 


Station WGN, Chicago, will go on 
the air with frequency modulation 
broadcasting soon with a temporary 
power of 1,000 watts and about 10 
hours a day of program service. By 


December the station anticipates 
being on the air with full 50,000 
watts power and covering a radius 
of more than 70 miles. 

Call letters will be W59C. The 
programs will be supplementary to 
those on WGN for the most part, 
with considerable music and _ pro- 
grams testing the FM service 


WCAE Signs With ASCAP 

Station WCAE, Pittsburgh, has 
signed a contract with ASCAP per- 
mitting the Society’s music to be 


heard on all local and network 
shows. Since Mutual signed an 
ASCAP contract, WCAE has aired 
ASCAP music on programs taken 


from or fed to the 
station will, however, continue to 
use BMI tunes with ASCAP num- 
| bers on its non-network shows 


network The 


| Steel Firm Ups Two 
| The Jones & L: 
poration, Pittsburgh, has named 
| James MacBeth, Jr., manager of pig 
iron sales and B. E. Stewart as 
manager of by-product sales 


Goodrich Ups McIntire 
K. H. McIntire, 
motion 


former sales pro- 
manager in the Pittsburgh 


district, has been named operating 
manager of the Pittsburgh district 
for the B. F. Goodrich Company. 


Stevenson to Criterion 
Frederick F. Stevenson, formerly 
associated with Maxon, Inc., has 
joined the national sales staff of 
Advertising Company, 


Criterion 
New York. 


M. Jenkins and Ronald P. 
account executives, have 
been made vice-presidents. The 
agency has added A. J. Mittelhauser 
formerly of O. Hommel & Co., to 
its technical division, and France 
Stewart, formerly of Kaufman's 
Department Store, to retail and 
radio production. 


Form New Partnership 


iughlin Steel Cor- 


Ed Smith, for the past 16 years 
metropolitan New York sales man- 
ager for General Foods Corporation, 
and Dan Sweeney, for ten years 
genera! sales manager for Hecker 
H. O. Company, have formed a new 
company to be known as Smith & 
Sweeney, manufacturers’ represen- 
tative and food merchandiser, at 250 
E. 43rd street, New York. 


Taylor,’ @ 


Hixson-O’Donnell Moves 


Hixson - O’Donnell Advertising, 
Los Angeles, has moved to 555 
Flower street. Fred R. Jones, fi 
merly with Glasser-Gailey & C 
Los Angeles, has joined the agen 
as account executive. 


Opens Own Agency 


H. George Bloch, who forme; 
operated his own agency in Switz 


land, and more recently has be: 
account executive with several S 
Louis agencies, has opened 


agency under his own name at 17! 
Olive street, St. Louis. 


NBC Ups Vanderwarker 

Gordon G. Vanderwarker of t 
National Broadcasting Compan, 
Red network sales service depa: 
ment has been appointed assista: 
to George H. Frey, general sal 
service manager of NBC Red, Ne« 
York. 


Joins N. W. Ayer 


Dr. Albert B. Blankenship h: 
joined the plans-merchandising d¢ 
partment of N. W. Ayer & So. 
Philadelphia. For the past yea 
he has held a Rockefeller fellowsh 
in research. 


Advances Penvenn 


Ed Perryman, advertising 
ager of the News Publicist, 
ler, Okla., has been 
business manager, 
Cowden, resigned. 


man 
Chand 
promoted t 
succeeding Boy: 


Resigns Shoe Rovount 


Anfenger Advertising Agency, St 
Louis, has resigned the account 0! 
the Juvenile Shoe Corporation, St 
Louis. 


.»e-more than just 
a radio station -- 


a Baltimore 
institution! 


RATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


GOING MUTUAL--OCTOBER 1 


Goes Wecias ap sam 
( Senoutt we ne 
\ ert. Soar: an 


REPRIERATIN, FOUIPWENT 


x 


000 active plant 
tries . 


ating 


Write for 


Vember NBP 


_NDUSTRIAL Brite NEWS 


Peeareas ~ noes 


oda i 


$79 to $85 a month to place a 
factual advertisement 


product before more than 53.- 


in the larger plants in all indus- i 
.. when and where they 
now look for their current oper- 
requirements, 


~The 


INDUSTRIAL EQUIPMENT NEWS 


“Industry's Original Monthly Product 
Information 


Started 1933 


Thomas Publishing Co., 461 8th Ave., New York. N.Y. 


= : PEONOMIZER 


res 


for your 


operating men 


Details? 
IEN PLAN.” 


Service” 


Member CCA 
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Newcomers Forge 
to Front With 
Annual Reports 


New York, July 8.— An attractive 
jooking corporation report is not 
necessarily a good report, in the 
opinion of Ralph Gates, stockholder 

ations consultant, who released 

lay his list of the ten best annual 

vorts issued during 1940. The 
were made from reports 
bmitted to him for analysis by 
0 companies from coast to coast. 
One of the trends cited by Mr. 
ites revealed that companies 


( ces 


= 


ip in their annual reports in past 
ars are being surpassed by new- 
mers to the ranks who are using 
re effective, intelligent presenta- 
ns. Mr. Gates’ select list for 
i940 is as follows: 
American Telephone & Telegraph 
ompany, New York; Dayton Rub- 
r+ Mfg. Company, Dayton; Gen- 
‘al Foods Corporation, New York; 
Goodyear Tire & Rubber Company, 
\kron; Hamilton Watch Company, 


Lancaster; Liberty Mutual Insur- 
nee Company, Boston; Lumber- 
men’s Mutual Casualty Company, 


Chicago; Monsanto Chemical Com- 
pany, St. Louis; Portland General 
Electric Company, Portland, Ore.; 
ind Vultee Aircraft, Vultee Field, 
Cal. 

Uses Separate Reports 


The report of the Liberty Mutual 
Insurance Company was lauded on 
two counts: for its recognition of 
the basic difference in_ interest 
between large and small policy- 
holders, by issuing separate reports 
for each of these groups, and foi 
the effectiveness of its inexpensive 
report, “Dividends.”” The reports of 
American Telephone & Telegraph 
Company and Hamilton Watch 
Company were judged distinguished 
for written presentation. 

In seeking to discover the ele- 
ments an annual report must con- 
tain if it is to be 
presenting company progress and 
improving relations with stock- 
holders, Mr. Gates has evolved a 
six-point check list that omits such 
influencing factors as company size 
or costliness of printing. 

These six points are: (1) under- 


successful in 


NATIONAL 
BREAKFAST FOOD 
MANUFACTURER 


This is no come-on. The idea 
is a honey, we think. It involves 
a “give-away” which every 
youngster will want, and which 
will cost the advertiser only 


One cent each. 


Ideal for radio or point-of-sale 
Promotion. It's new, different, 
and tuned in to today’s stir- 
Ting national interests. 


We've prepared a presentation 
which we are ready to show 
and discuss with any interested 
National advertiser of breakfast 
foods, and its advertising 
agency, 


PPING NEWS 


“Division CLEVELAND 


1ich have been noted for leader- | 


standability of financial facts and 
information; (2) 
(3) headlining of ideas, so that 
major points can be 
grasped; (4) company 
with changes in sales, manufactur- 
ing, products and policies during 
the year; (5) business trends, out- 
side of the company but within 
the industry; and (6) appearance, 
covering design, styling and respect 
created for the company. The great- 
est improvement in 1940 reports, 
according to Mr. Gates, was the 
greatly increased number of com- 
panies recognizing the advantages 
to company, management and 
|stockholders of issuing a 
understandable report. 


reader interest: 


quickly 
progress, 


more 


| 


‘WOWO to 18 Hours 


Station WOWO, Fort Wayne, Ind., 
}has received authority from. the 
| Federal Communications Commis- 
| sion to broadcast unlimited time, 
and has gone on an 18-hour oper- 
|} ating schedule from 6 a. m. to mid- 
|night. WOWO previously shared 
night hours with Station WWVA, 
Wheeling, W. Va. 


Air School to Miller 

The National Ajrcraft 
Cincinnati, has appointed Harry M 
Miller Advertising Agency, Cincin- 
nati, to handle its account. 


A THANK-YOU 


WE BELTEVE © THE FELTURE OF 


Texas avy Sherman! 


Shese) iGewor 


The Quaker Oats Company 


Quaker Oats Company takes this full- 
page newspaper space to thank the com- 
munity for welcoming it to Sherman, 
Tex., where it has purchased milling and 
elevator properties. Except for a few 
executives and technical men, the plants 
will be manned by Texas residents, copy 
explains. 


School, 


Paper Names Vomack 

The Journal & Guide, Norfolk, 
Va., has named W. L. Vomack, Inc., 
as national representative. 


To Fight FTC Ruling N. J. Council Elects 

The Rudolph Wurlitzer Company, Willard H. Allen, New Jersey, 
Cincinnati musical instrument secretary of agriculture, has been 
manufacturer, has decided to fight elected chairman of the New Jersey 
a Federal Trade Commission com- Advertising Council. Other officers 
plaint, according to John Weis, named were Ray Gill, president of 
secretary The FTC complaint the New Jersey Press Association, 


charged use of misleading state- | vice-president; and Frank OD. 
ments in describing the _ finish | Holmes, director of the board of 


placed on pianos—a treated cloth commerce and navigation, secretary. 
advertised as “Kordevon”™ which the _— 
FTC contends might mislead buyers Conover Joins Crosley 
to believe they were purchasing a 
cordovan leather finish. J. Lee Conover, former Chicago 
branch manager for Kelvinator di- 
: vision of Nash-Kelvinator Corpora- 
Millar Joins B & B tion, has joined Crosley Distributing 
Bruce Millar, director of public Corporation as New York branch 
relations of General Foods Corpora- manager. 
tion, New York, has joined Benton 
& Bowles, New York, where he will 
specialize in public relations work 
and continue to be associated with 
General Foods accounts He was 
previously with the New York, 
Buffalo, and Detroit offices of Bat- 
ten, Barton, Durstine & Osborn, and 
in the sales-advertising-service sec- 
tion of General Motors Corporation, 
Detroit. 


LAUREL IMPROVED 
OFFSET LITHOGRAPHY 


for EFFECTIVE, ECONOMICAL 
BOOKLETS + FOLDERS 
MAILING PIECES 
BLACK & WHITE. COLOR WORK 


FREE DESCRIPTIVE 
MANUAL ON REQUEST 


Phillips Wins Promotion 


Stuart Phillips, formerly assistant 
secretary and advertising manage! 


SINCE 
of Dole Valve Company, Chicago, LA 1918 
has been promoted to treasurer and wel pastes — ans 
comptroller of the company He Walker $- 3090" ° 


will continue to direct the com- 
pany’s advertising. 


Copy 
“I’vsa BETTER AD 


with this closing” 


The expression, “See your nearest 
dealer” — found in many advertise- 
ments — why es prospects no definite 
idea of who or where the dealer is. 


But the advertising copy can be 


chief: 


given the powerful closing shown * * * 


above —if your trade mark is dis- 
played in the Classified Section of 
Telephone Directories and if 
arrangements are made to list your 


dealers under it. 


TELEPHONE DIRECTORY_ 


CLASSIFIED 


Refrigerators— (Cont'd) 


‘ . . y 7 as ¢ . : 7 a . TORS 
Then new prospects are directed oss WESTINGHOUSE REFRIGERA 
to your authorized outlets, and a America’s “Different” 
¢ | TI . P ] | | . Refriger olor -styled”’ 
more sales result. This also helps Pew ore; also True 
: . . we yy Contro! — “4 
keep the dealers in line and main- reer of new “SUP! 
: Market Refrigeral! 
tains their good will. Marvour foods. y 
* «WHERE TO BUY 1 
” DISTRIBUTOR ~ 
Why not inerease the effective- RS PENN ELECTRICAL ENGINEER Mronton B75 
“Ss ¢ ( campaigns ALERS 
= ° , apt =» ne i 2-6176 : Pe Pittston 87 
this = / For details — BARTON Seng Machine & Roo areeicete-06 
j " Shop 202 E Main » 
just call the telephone 1386 CIESLA JOSEPH Ah witbes ‘Sarre-3-5617 
° - ohe- utllon 
eo 5.5101 Hawtin Anphanct CO, 1°6 wigs. Barre-2-3612 
e- - Cc 9 
7.4514 Luzerne County Gay & Eiri, ‘Rantcobe 114 
mie p 
. . , . . ne County Gas A Electric tn-9514 
For example, here’s the way W estinghouse Refrigerator ads are closed: — Luter wee ae ew main Piymoy - 
f ; ‘esti ; . ne County ; 
“Names and addresses of local Westinghouse Dealers are also listed in re-2-0912 — 348 Wyoming av Wyoming 


the yellow pages of your telephone book.” And here's the way their trade 


mark and list of dealers look in the Classified Section . .. 


, Pittston. 3066 
6 William 
McHale Jerry TORE 
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Ends Building Drive 


The building trades division of 
the Michigan City, Ind., Chamber 
of Commerce has conducted a 12- 
week home building and _ repair 
campaign, carried in the News-Dis- 


patch. The Chamber contracted fo1 
two-color, full-page, unsigned insti- 
tutional advertisements that pre- 


ceded the building section. 


Hercules Buys Lewis 

Hercules Powder Company, Wil- 
mington, Del., has purchased the 
business of John D. Lewis, Inc., 
Providence, maker of synthetic 
resins. Lewis plants at Mansfield, 
Mass., and Brunswick, Ga., were 
included in the purchase. 


Two Leave Ted Levy 

Norbourne Smith, radio director, 
and Donn Allison, artist, of the Ted 
Levy Advertising Agency, Denver, 
have resigned to become associated 
with Bob Dean, Rapid City, S. D., 
in a new agency to be known as 
Smith-Dean Advertising Agency. 
Mr. Smith is to be a partner in the 
new company. 


’Tain’t Matches 
it’s Gum. 


4 sticks of it in the cleverest ad 
medium in years. 

Appeals to men, 
children alike. 


women and 


Sheer novelty rivets attention to 


your ad. 
Write, phone or wire for low 


prices, 


AMERICAN DISTRIBUTORS, INC. 


1750 Adams Street 
Toledo, Ohio 


Gruen Ad Budget 
Up; Banner Sales 
Year Is Expected 


Cincinnati, July 9.- 
appropriations of the Gruen Watch 
Company for the coming year will 
be the largest in its history, sales- 
men were told by Lee Allen, pub- 
licity director, at their semi-annual 
convention in Cincinnati. He 
stressed the fact that the company 
made a net profit of $900,000 during 
the past paving the way for 
increased ad expenditures, and said 
it expects to break all records for 
sales during the ensuing year. 

An increased magazine schedule 
will be utilized in the new cam- 
paign, Mr. Allen said, with The 
American Weekly added to the list. 
The company will continue its wide 
use of radio spots. Newspaper ad- 
vertisements will be used to assist 
individual dealers in selected terri- 
tories, and extensive use will be 
made of a series of posters in point- 
of-sale advertising, which 
proved highly effective. 

A special promotion, breaking in 
Life Aug. 15, will be launched for 
Gruen’s new military watch, which 
will be emphasized as the proper 
type of watch for the military serv- 
ices. 


Advertising 


year, 


has 


Two to H. C. Mulberger 


Racine Tool and Machine Com- 
pany and Imperial Bit and Snap 
Company, both of Racine, Wis., have 
placed their accounts with H. C 
Mulberger, Inc., Milwaukee. Pres- 
ent plans call for business paper 


and direct power advertising 


Keiser Mig. to Black 


W. L. Black Advertising Agency, 
Reading, Pa., has been appointed 
to handle Miracle Grass Shear ad- 
vertising on behalf of Keiser Mfg 
Company, Reading. Advertisements 
are now appearing in Hardware Age 
and Life. 


“WCHV Goes Mutual 


Station WCHV, Charlottesville, 
Va., will become an affiliate of the 
Mutual Broadcasting System on 


Sept. 1. 


in the . 
—INTERMOUNTAIN MARKET 


P ik 


eg Da ih ' 7 + 
A COMPANY (==) - POPULA 
— Salt 


ay 


R Station 
Lake City — P 


Getting Personal 


Extracurricular talents of Alfred J. McCosker, chairman of the 
board at MBS, were revealed with his election to membership in the 
Song Writers’ Protective Association. He was a song writer during 
his early days in broadcasting and show busines. . . 

James G. Strobridge, v.p. of Strobridge Lithographing, will go on 
leave of absence July 14th to give all his time to the U.S. A. Asa 
major in the Engineer Reserve Corps, he’s been called to active duty 
with the basic map-planning plant of the army... 

The climax of an office romance was delayed when Jules J. Bundgus 
was shifted from the New York to the Hollywood office of B&B. But, 
film beauties notwithstanding, he didn’t forget Nancy Parker Gottfried, 
formerly with B&B and now with Ted Bates. They'll be married this 
summer in California. . . 

Talk at Arthur Kudner’s centers around Messrs. 
these days. First, Jack Robinson, production 
long enough to marry Bea Durwood, 
a.e. on the Buick account. 
went and got himself a baby daughter. . . 

E. J. Owens, senior vice-president of Arthur Kudner Inc., passed 
a special milestone July 1 when he completed a quarter of a century 

in advertising. 


Cupid and Stork 
head, 


service department. His career 
Erwin, Wasey & Co... 


Lrwi 


Forbes, published and edited by his father, 


fashion magazines. Marcia Laurent, 


and New York, 


models. They'll be married in August. . . 
Frank S. Ennis, a.m., America Fore Insurance 
and Indemnity Groun, is convalescing from an 


E. J. Owens 


emergency appendectomy at the New 
N. Y., hospital, July 6... Sam L. Levitan, KSTP’s 
sales promotion manager, 
Cedric Adams’ column with this cutie: Sam’s expense account showed, 
“Lunch with three men from Mars.” Levitan got his expenditure 
back when he explained to a bewildered accountant that his guests 
were from the makers of Milky Way, Forever Yours, etc. . . 

Larry Selz, pres., Lawrence H. Selz Organization, Chicago, is 
building a home in Highland Park, Ill., and, as might be expected, 
it will be only a couple hundred yards from the first tee of his golf 
club. . . Walter E. Blodgett, of the advertising dept., Standard Oil of 
Indiana, and Mrs. Blodgett have announced the approaching marriage 
of their daughter, Elizabeth, to Thomas Charles Moran, Chicago. The 
event will take place July 19... 

Major Marvin Young, writer-producer for NBC in Hollywood, was 
called to active duty with the army July 1 and has been assigned to 
the morale division, Washington, D. C.. . 

Frank Lewis, of Frank Lewis, Inc., Chicago commercial photogra- 
pher, is holding tight to the south end of a fish pole while vacationing 
at Harbor Springs, Mich. . . Ray Weber, asst. a.m., Swift & Co., is 
whiling away the vacation hours with his family up Michigan way. . . 

Fred H. Anderson, who has been operating his own plane for years, 
has resigned as head of the media and plans dept., Ivey and Ellington, 
Philadelphia, to enter the U. S. flying service. His assistant, Clarence 
R. Palmer, will take over his work. .. Henry R. Webel, mgr., export 
division, G. M. Basford Co., New York, is back home after a four- 
month flying trip to seven South American countries and the Carib- 
beans, studying markets and media. . . 

Harry C. Kopf, g.m., central division, 
Kopf, of Paul Raymer & Co., 
North woods of 
Wisconsin. 

Bill Denslowe, 
WGN, Chicago, 
is tussling with 
ac 


NBC, and his brother, 
are giving the fish a workout in 


Dick 
the 


LOOK OVER SALES CONTEST 


ase of 


mumps. 

Tom Alroth, 
pres., Toledo 
chapter, NIAA, 
accepted the 


glass vase 
trophy for his 
chapter when 
he and his co- 
horts blitzed 


their way to a 
victory over 
the Detroit 
chapter ina 
golf  tourna- A Seaforth cutie, ‘Tootsiebelle,” is the mythical prize drawn 
ment June 17 on this chart, as a spur to salesmen for Alfred D. McKelvy 
at Detroit. In- Company now competing in a special contest to put over 
dividual prize Seaforth men’s toiletries. Vincent Mora (left), Southeastern 


territory sales manager, 


and Mr. McKelvy, company presi- 
dent, 


chuckle over the sales stimulus. 


Winners were: 
Earl Fisher, Sr.. 
Charles E. Me- 
Laughlin, Clarence Farris and Carl Fauster, all of Toledo, and Dick 
Ream, Roy Hard, Steve Babcock, Arch Bogue and Walt Gibson, all of 
Detroit. . . 

A box of cigars has 
Gimbel Brothers store, 


been delivered to Renel Sides, art director, 
Philadelphia, to celebrate a 6 pound, 1 ounce 
boy born June 30, while Souren Ermoian, art director, Associated 
Artists, Peoria, Ill., has his order placed with his favorite tobacconist 

. Hal (Modern Magazines) Dawson and Mrs. Dawson are celebrating 
the debut of Miss Lynne, blonde, blue-eyed and a shade under eight 
pounds, whose birthday is June 26... 

Charles C. Johnson, Jr., mgr., creative dept., 
Ft. Worth, Texas, and Mrs. Johnson are 
Charles C. Johnson III, at Morrison Field, West Palm Beach, Fla. . . 
C. Eugene Waddell, copy chief, Redfield-Johnstone, New York, is back 
home from 17 days of deep sea fishing and golfing in the South. . . 

Horace Lytle, pres., J. Horace Lytle Company, Dayton, has just 
authored a book, “Point!” about bird dogs. Walter M. Dear, co-pub- 
lisher, Jersey Journal, Jersey City, N. J.. was honored with Rutgers 
University’s distinguished service award by Dr. Robert C. Clothier, 
Rutger’s prexy, 
Association in honor of Mr 
American Newspaper Publishers’ 


Stafford-Lowdon Co., 
Visiting their son, Lieut. 


at a testimonial dinner given by the New Jersey Press 
Dear's recent election as president of the 
Association. . . 


took time off 
secretary to Robert D. Stewart, 
Then, Louis Dean, of the radio department, 


Since the start of the agency in 
1935 he has been vice-president in charge of the 
was begun with 
Eugene S. Thomas, s.m. 
of WOR, spent July 4 celebrating his new position 


as a family man. Bruce Maxwell, 8 lbs., 6 0z., is 
his first child. . . 
Bruce C. Forbes, of the advertising staff of 


B. C. 
Forbes, has chosen a bride from the pages of the 
of California 
is one of the town’s more comely 


Rochelle, 


got himself into Minneapolis Star Journal’s 


a 


Account to Croot 

Oxford Filing Supply Compar 
New York, has appointed Samy 
C. Croot Company, New York, 
direct advertising. A fall campais 
is being planned for Pendaflex fii; 
system. 


Kasch Leaves Jewel Tea 


F. M. Kasch has resigned as vi 


| president and director of Jewel T; 


| Company, 


Barrington, Ill. F. 
Lunding, assistant secretary, 
take over Mr. Kasch’s duties 
officer in charge of Jewel fo 


stores. Mr. Kasch, who is retiri: 
has been with the company sin 
1916. 


WFIL to Lit Bros. 


Lit Bros., Philadelphia depai 
ment store, has acquired control 
Station WFIL, Philadelphia. T) 
store has held a half-interest in t! 
station since 1934. S. R. Roser 
baum, a director of Lit Bros., w 
continue as president of WFIL, ar 
Roger W. Clipp will continue 
general manager. 


Nevsco Names Snow 

Nevsco, Inc., Boston, eastern dis 
tributor of automatic ice crear 
vending machines, has named Cor 
Snow, Inc., Boston, to direct its ad 
vertising. 


Appoints Whiteman 

Comet Rice Mills, Beaumont 
Tex., has appointed Carl White 
man, San Francisco, as its northerr 
California sales representative. 


We do not ex- 
pect to be sold out 
when our new trans- 
mitter goes on the air 
about July 15 using 
5,000 watts, a 20 time 
increase in power. 


_ ALREADY... | 


All national ont local 
_ advertisers have signed 
on new one year contracts 
- beginning July 1, the 
Q majority with | sed 
schedules. 


i \n addition many new 
advertisers have 
climbed on the bed 
-. bandwagon. : 


i~ Columbia Broadcasting 
glared will show a 
%o increase in July 

; over 1940. ; 


Lat 


i All 1941 Football 
already sold. 


14 1941 Santa Claus 
gram already sold. 


Waiting list on the 
Risers. _— ce 
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We use the 
MARKET DATA BOOK 


TO HELP OUR DEALERS 
SELL MORE OF OUR PRODUCTS 


“FT T'HROUGH the use of the MARKET DATA BOOK we have been able to give dealers a. ©. Liste, Adverticing Manager 


of Rollins Hosiery Mills, Inc., Des 


: factual information on family income, population, listener audience, retail sales per Moines, Lowa, attributes much of 


"The MARKET DATA BOOK is replete with information that enables the 
retailers to measure the potential of their market and to direct their mercha 
advertising programs intelligently 
both to customers and prospective 
patrons of the stores.” 


Thank you, Mr. Little. Your com- 
ments coincide with those of 
advertising agencies and manu- 
facturers in every section of 
the country who have found the 
MARKET DATA BOOK an indis- 
pensable reference in getting a 
quick and accurate picture of all 
consumer markets and sales 
potentials. 


MMI 


" 


i) a ; i 


Mh 
} 


1942 CONSUMER 
MARKETS EDITION 


The 1942 edition of the Market Data Book. 
now in preparation, will contain all of the 
latest revised figures on all consumer mar- 
kets. County, city, state, regional and na- 
tional totals showing population distribution 
and sales potentials, will include all recog- 
nized indices of consumer buying power. 
The Market Data Book is complete, organized. 
permanent—used wherever national advertis- 
ing is bought. 


= 


Designed to help Advertisers aud Agencies to luow thee Markets / 
THE Market Data Book 


NEW YORK CHICAGO LOS ANGELES SAN FRANCISCO 
330 W. 42nd St. 100 E. Ohio St. Garfield Bldg. Russ Bldg. 
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their success to the cooperation 


capita, and other details which have helped to revamp their advertising programs. they give their dealers. With the 


help of the MARKET DATA 
BOOK they can render still 
greater service, 


progressive 
ndising and 


. 35 r | 
| . ss ied a eres - ee eee Be ey We 4 
25 a 
OS e.. ee ay 
; 2 
aE SEs ‘‘~o 
me : GA ;' Bray a te 
—~ spe i 
a .s 
a oS Be — = gate 
S * : a i es dd 4 . ce cae | & cos 
Sees ; i ae i... 
Fi é‘ Beat ay ee v re = 
*s 
cA SAM bh A Ce LA ol ee i hl i a. La Rk Ca a a ee ll Ss 
a Pros 
a on hg 
Vy PB a, 
Mi —S —e Mas ll 
| S mete > 
He —- ee te 2 
— { Wo : 
|[LS= — QDUF \7 Bi 
f / a ; ; ‘os Be ee 7 bet, 
SL S>= SS SNK a lvoe - 
S==  —— aba: Ne ¥ An reatovee a ams 
=== i se >. =~ te nag _ 
= , F _— PAS oe ~ ] “ 
a S= SSS A f a ERS H —— 
S== SSS SSS NS y/ Ves PAL pitts 2 fi “an ” 
SESE -_— =E=__ SS F |: 7 fo | Mey 
S= S=== SSS f ( Desa | Oo” 
—— Se ‘ ~ ¢ *s % ‘ orn ¥.- 
id —=—= SS SSsw > oy d " ke / M it ti mf 
| ~~ SS: SS Sad he ESO : i f 4 
er 4 fs RY. 4) 4 ae Dae j MW] : 7 
SS SSSa ~~ bes =S Se -~e / } i i = 
SS SS ag as Ri say 
~ 8 SSS — je a 
SSS SO O — —=—= » | ‘i 
Hf —_ << = —————— =S- ==. 4 -. ——_ i) == 
HH — = 3 | SV ————SS H} | 
~ LSS== SS7 rs * — 1 ——_ " »> ee — ee (f } ar é 
— en: ¢s, S Yi Tray = 
—_ = | Ther Must n,. aA. S V4, yy} A ke 
: . = , Ong. ° ae t}) , 
} —_— — SSN ey Sen, Ra Fi 
— _ = S - — ete. i 
~ ~~ = CO ms, ff , 
SS ——S. — Pr, MY 
. — i 2 
SSS =a 
ee 
ee eae wee = ae Lr ee an } i : " Of, : Pee Sey ae as Wa 
1 fe ilies Vee meee Ag eee eel > ea pes, coy aes ‘tis 4 Bi 


26 


ADVERTISING AGE 


July 14, 194) 


Home Furnishings, 
in Dog House, Check 
Price Rise Trends 


(Continued from Page 1) 


azines, including six movie books, 
to tell the story of its Styl- Flo 
maple furniture for young moderns 
and its more conservative designs. 
At the close of the first market day, 
Chester D. Palmer, advertising and 
general sales manager, pointed smil- 
ingly at a generous pile of filled-out 


order blanks as tacit proof that 
advertising pays. 

No parvenu at telling a _ con- 
vincing advertising story to large 
numbers of consumers is the Sim- 
mons Company, which, L. L. Mur- 


ray, advertising manager pointed 
out, will use many full color pages 
in nine national magazines this fall, 
besides a black and white spread in 
Life, to tell a picture story of 
Beautyrest mattresses and box 
springs. The company is celebrat- 
ing its 70th anniversary and copy, 
including newspaper mats for deal- 


ers, give this due attention as a 
silent testimonial to a quality prod- 
uct which has held a paramount 


at 570 ke. 
“The Perfect 


COMBINATION” 


| ries. 


DEMONSTRATION 


position through the years. Much, 
too, is being made of improved 
studio couches. Four-color, news- 
print circulars are available to deal- 
ers. A hundred feet of space is 
taken in the large Simmons quarters 
at the Merchandise Mart to display 
ts sales promotion devices. 

The Pullman Couch Company is 
featuring furniture groupings in its 
copy in home magazines, points out 
H. H. Hines, advertising manager, 
who noted that prices are firm 
although the company is feeling the 
pinch of higher production 
notably in fabrics. One of the points | 
made by Mr. Bogardus in his talk | 
to the press was that if raw mate- 
rial prices create a difficult situa- 
tion in the home furnishings in-| 
dustry then OPACS will get to the 
bottom of the trouble and straighten 
it out. 


| 
| 
| 


costs, 


Harold Miller, Breuner's, Oakland, Cal., 


Under the new dispensation, how- | first retail salesman to win Simmons 
ever, Walter Blum, of the general) Company's recognition as a Master 
counsel's staff, affiliated with Sleep Expert by selling 50 Beautyrest 
OPACS, noted that sampling of mattresses and box springs, uses Paulette 


Lear to demonstrate to Harriett Hoyme, 
Simmons Company, why Beautyrest is 
more than a name, at the summer home 


price trends thus far has revealed | 
that a large percentage are holding 
prices down. “Buyers say the mar- 
ket is steadying,” said Mr. Blum, 
although he noted that one manu-| 


furnishings market in Chicago. 


facturer of dining room sets had 
raised prices 27 per cent on the nner ‘ : 

’ s 7WankKetls =tCc m y ‘ - 
market’s opening day, a gesture kets, etc., In promoting mate-| 


which was duly being reported to| rials in seven basic tones of color. | 


| shortage 
| use of plastics. 


|although furnishings manufacturers 


turers of drapery fabrics, upholstery OPACS, the spirit of merchandising 


fabrics, wallpapers, paints, lamps, | enterprise has not been hampered. | , 


metals. Nagel-Chase is six weeks 
behind in deliveries now. 

The spirit of merchandising enter- 
prise is manifest in various ways. 
There are, for instance, the Ben- 
mont paper draperies, retailing for 
79 cents a pair, and squired by that 
veteran of many advertising wars, 


Paul Bryant. The company has a 
cooperative newspaper advertising 
arrangement with outlets and its 


tide of distribution is rolling west- 
ward in ever-increasing volume. 
The designers of American Way | 
furniture at the Merchandise Mart | 
are pioneering in the field of 
mechanical ingenuity and _ have 
achieved pieces with both attractive 
simplicity and convenience which 
seem destined for wide acceptance. 
The Colonial Premier Company, 
maker of lamps carrying the im- 
print of the Illuminating Engineer- 
ing Society, has solved the metal 
problem with ingenious 


Blanket Price Boost 


All of which indicates _ that, | 


will have to justify a blanket price | 
increase of 5 per cent granted by 


TO EXPAND 


The Amazing New Wot4s 


PROCTER & GAMBLE SOAP — 


NEW CONDENSED CHIPSO- SAFER WASHES! WHITER WASHES! 


Further expansion of this Condensed 
Chipso theme is being planned by, 
Procter & Gamble in newspapers j 
selected markets, which promises white 
clothes and extra safety for colors an: 
hands. Introduced in Pittsburgh last fa! 
Condensed Chipso has been promote 
in the Pittsburgh, Erie, Cincinnati an 
Detroit markets. 


Mahogany, an imported wood, may | 
be removed from the market en-| 


‘Sun” Changes Edition 
The New York Sun’s Saturda 


Washington for such woodshed|5°me formidable sales promotion] tirely, but the plethora of good do- edition, with its sections on hobbi« 
‘ " ‘ear yJlans have bee “epared for deaj_| Mestic woods will allow the drive|arts, sports and home interest 
treatment as the fathers of price| P/#"s have been prepared for de al-| . j; : ; , - “ares 
toati ers, based he experience |for the right kind of furniture at| will be transferred to Friday 
stabilization might prescribe. ee See ioe ontinue paper, officials have announced 
Wyman’s, South Bend, Ind. The| right price to continue un-|» y ej 


Prices Up 2 to 8% pre-harmonized idea and other in- 
|; novations will be brought home to 
| the consumer, pointed out C. C. 
Freyer, advertising manager, with a 
generous array of color pages in na- 


In the squeeze play between costs 
and selling prices, however, furnish- 
ings producers in many cases have 
felt impelled to raise prices any- 
where from 2 to 8 per cent insofar tional magazines covering the Beau- 
as ADVERTISING AGE was able to dis-| Y@!s and Servak rug lines. 
cern in a sampling of trends 
Waverly Fabrics, a_ division § of| 
F. Schumacher & Co., has advanced| As Roscoe R. Rau, executive 
prices approximately 10 per cent on| vice-president, National Retail Fur- 
some items, on others not at all,| niture Association, pointed out at 
with terms the same as in the _ the press luncheon, statistics indi- 
, - a ein ts nto 
= is ome pe = after fall saves | cate an upceurve in births at. the 

j E VY ( ‘olor pages 101 neon ; — re . 
= la rye COLO! hme in nd | present time, a circumstance which 

O » a ‘O e ) ) ‘aLIONS and) . : : 
sergio aged, ~qyreer—negenat home furnishings manufacturers 
spot broadcasts on 75 radio stations |}... py 
A lave Dy no means overlooked. De- 
from coast to coast. It will push Rate as . 

signers have been particularly active | 

theme, a copy- : ' . 

in producing new and_ unusual 


the Sister Prints 
righted name for its matched fab- 

8 , products for the delectation of small 
fry. 


schemes and designs is becoming a There is the “Peek-A-Boo” crib, | 
popular one, the Bigelow-Sanford which Mr. Goldstone, vice-president, 
Carpet Company, a leader in this Storkline, proudly points to as one 
merchandising trend, continuing to| f !ts contributions to infant well- 
reap the harvest of originality by | %¢!ng, the crib including such refine- 
cooperating with some 50 manufac-| Ments as a Plastacele window in the 
bowed foot end and a humidiguide 


New Juvenile Products 


This idea of correlated’ color 


HERE’S THE 
Denver Pvcture 


7 a 
‘ 


From 12,050 coincidental calls in the 
Denver City 5c phone area by “Hooper 
Station Listening Index,” the following 
KOAnighttime audience rating is shown: 


REPRESENTED NATIONALLY BY 


at the head to keep tab on temper- 
ature and humidity. “We're putting 
no limit on deliveries,” said Mr. 
Goldstone, who said that his com- 
pany has sufficient materials for sev- 
eral months. “When we ean'’t 
deliver we won't sell,” he added. 
Prices, he said, are up 8 to 10 per 
cent from last November. 

The Firth Carpet Company has 
concocted what it calls “The Farmer 
in the Dell” rugs and carpets of 
rural design as well as what it calls 
a “highly glorified rag rug” which 


is being marketed under the li- 
censed trade name of “Raggedy 
Ann.” This company, too, has 
learned the advantages of taking its 
merchandising story to the con- 
sumer via magazine space. Then 
there is the Lullabye Furniture 
Corporation, Stevens Point, Wis.. 


specializing in cribs of practical and 
attractive design, which V. J. 
Bukolt, general sales and advertis- 
ing manager, points to with 
siderable pride. 

The living picture theme is being 
used in the mirror advertising of 
the Nurre Companies, Bloomington, 
Ind., points out R. D. Estle, adver- 
tising manager, with one and two 
|}column black and white copy con- 
taining a coupon with which to get 
a booklet on the use of mirrors in 
the home. Several home magazines 
are being used. Prices, which are 
reported up slightly, are being 
quoted only on immediate deliveries 

Some companies have been able 
to make use of substitute materials 
such as plastics where priorities 
have pinched normal _ supplies. 
Others, like the Nagel-Chase Mfg. 
Company, which promotes its Ash- 
Away smokers in American Home, 
Esquire and Good Housekeeping, 
find increasing difficulty in getting 


con- 


ta 


aaa. 
c 


t 


SPOT SALES OFFICES 


checked. As _ Christine 


Holbrook, | because of the increasing prevalenc: 


Better Homes & Gardens, opined at | °! Poy nity AP ep ol jul 
the press luncheon, the domestic ay Gee - : 
; 18 issue. 
woods and materials available to 
satisfy the consumer market are 


available in such quantity that there 


need be no dearth of furnishings, 
although it is true that there has 
|}been a cutting down of lines all 


through the industry. 


Peter Dawson Posts 


MAILING SERVICE 


Multigraphing — Filling-in 
Addyvessing—Mimeographing 


THE LETTER SHOP, Inc. 


440 8S. Dearborn St. Wabash 8655 
CHICAGO 


Trophy for Unique 
Golf Tourney 


New York, July 9. A unique 
promotional campaign has_ been 
launched by Peter Dawson, Ltd., 


Glasgow producer of Peter Dawson | 
Blended Scotch whisky, which in- | 
corporates an annual award of a\| 
trophy to the U. S. golf club sport- 


ing the best total round for club 
members. 
Contestants in the Peter Dawson 


DErFENat 


for Peacetime 


Baking is an Essential Industry 
Essential in peace as in defense 


National Ringer Tournament will Preparedness has been the baker's 


be judged on low scores for all 18 
holes posted by members of a club; 
that is, if the best No. 7 hole shot 
by any member is three strokes, 
then when the complete card is 
entered in the contest, No. 7 hole is 
shown as three on the total club 
round. There is no entry fee and 
any club whose course is_ 5,850 
yards or over may compete. Rounds 
must be played completely for 
strokes on individual holes to count, 
and strokes on holes must be 
attested by a partner or opponent. 

The Dawson Trophy will remain 


in perpetual play, with a _ replica 
being given to the winning club 
each year. | 
¥ Wr Kot Be Vv Vyh > 
ii a ew? tet 

DID YOU SAY be sie hth 2C7, 


IN THE MEMPHIS MARKET 
(‘very gee 


1000 Watts 
Night 


MEMPHIS, TENN. 
on Dollar mixx 
* 


Represented Nationally by The Branham Co. 


NB 
RED 
NETW ORK 


THE 


OWNED AND OPERATED BY 


THE COMMERCIAL APPEAL 
7 


MEMBER OF SOUTH CENTRAL QUALITY NETWORK 
wMC—MEMPHIS WwJDXx JACKSON. MISS 


KARK—LITTLE ROCK KWKH-KTBS—SHREVEPORT 
WSMB——NEW ORLEANS 


watchword. The baking industry is 
prepared for defense or for peace. 
Census figures show that bakeries «are 
becoming more and more highly mech- 
anized each year. Their annual pur- 
chases of new machinery is now well 
over a quarter of a million dollars. 
Production per bakery is increasing 
buying power is becoming more and 
more concentrated. 


Preparedness is the byword of those 
who plan to sell to bakers in’ the 
evitable period when we no longer 
have a “sellers’ market.” Only a few 
shortsighted individuals believe that the 
importance of sound advertising de- 
clines in periods when we face an over 
sold condition. Advertising can be, and 
should be, one of the most important 
planks in any company’s “Future 
Business” platform. 

Less than 10% of the readers of your 
advertising on bakery machinery are 
likely to actually buy this year. Your 


audience today will be future buyers 
who will come into the market in ‘ater 
years when you will need their orders 
Immediate sales may not be im rtant 
to you. But there are sales tho! 
be important—and those are the pur 
chases that bakers will make at the 
present emergency has passed. 

You can build your Defense for ice- 
time NOW by bidding intelliger and 
aggressively for the loyalty | your 
customer family. BAKERS’ HF! PER 
can take over an important t o 
this load, 

With worthwhile baker-buy« 

FUTURE BUSINESS IS PRIC! 


Worthy of Systematic Cultiv n 
In A Well-read Bakers’ Mage: 


WRITE OUR OFFICE 
NEAREST You 
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“a 


ca 


$4 


”_ 


The rates for this department are as follows: 


“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
epresentatives Available,” 30 cents a line, minimum charge $1. Terms 
h with order. 

All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


75 per inch. 
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vertising 
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BUSINESS OPPORTUNITIES 


PORTUNITY OPEN for partnership | 


mall but growing 
dio to all-around 

Wants his own 
personable, hard 
ell and contact 
hly industrial 


agency with 
advertising 
business Must 
worker and able 
Midwestern city, 
area, 300,000 pop 
investment expected until both 
ties are satisfied. 
x 3405, ADVERTISING AGE, Chgo 


art 
man 


$1,500, terms. 
n trade publication 

field. Partial income 
or publicity 
sup publication 
x 3409, 


Small one- 
Leader, oldest 
producer for 
counselor, or 
owner, 


ADVERTISING AGE, Chgo. 


_POSITIONS WANTED 
OUTDOOR ADVERTISING 


VHO WANTS ME? Age, twenty- 
three, single, well educated, good 
health, personality. Four years ex- 
perience Will go anywhere l want 
f opportunity 

Box 3407, ADVERTISING AGE, Chero 


Comm, Artist. General work inc. photo, 
retouching, 
ngs of machinery, pictorial maps, 


Specialist in line draw- 
fine 
tering and strip advertising. 
$403, ADVERTISING AGE, Chgeo 


______—s« POSITIONS WANTED 
ADV. SALES and/or SALES PROMO- 


TION Exec. or Asst Sound back- 
ground & exp. 2 leading companies 
Food & Severages (Soft) {A Adv 
Agency training (N. Y.) as Asst. Acct 
Exec. Outstanding record and recom- 
mendations, 40, youthful, vigorous, 
ollege. Available outstanding, well 


nanaged company. 

tox 3410, ADVERTISING AGE, N. Y 

CO EELP WANTED 
PUBLISHER'S SECRETARY 


! 
I 


We want to find an outstanding busi- 
ness woman, preferably over 30, who 
has had thorough experience with a 
publisher or small agency. She must 
have some knowledge of production 
and perhaps she has done some edit- 
ing of submitted manuscripts She 
will need to be able to take dictation 
and above all must be able to organ- 
ize and manage her own work To 
such a woman we will pay an ads 
quate starting salary and will give 
her an opportunity to acquire an im 
portant position in a small growing 


division 
pany 


of an old established com- 


Box 3406, ADVERTISING AGE, Cheo 
ASSISTANT editor, solicitor, service 
man by premium = sales promotion 
magazine State age, qualifications 
wage, references 
Box 3408, ADVERTISING AGE, Chgeo 
BULSINESS SERVICE 
Mr. Sales Manager? 
Let me show you how to help your 


salesmen produce more through a per- 


ore . . a on aerate ~ sonalized house-orge: You serve as 
__UNUSUAL SALES EXECUTIVE aiken, tae te ware wend tena 
Substantial, energetic, clear thinking | Stein, 201 N. Wells St. Dea, 8557 
producer Exceptional and demon- 
strable record in tangible marketing MISCELLANEOUS 
Creative ideas and ability to solve WORLD FAMOUS FIRMS USE 
sales problems Forceful personality.| Bairdset ads for 30 years It Pays 
Free to travel as necessary Locate | Day and night service, clean proofs 
. anywhere Perfect health, 6 ft., 180] fast, quality production save your 
t lb . years, married, gentile, Uni. | time Ads pull 25% better 
era BAI “tte 2. Kinzie 
' Box 3401, ADVERTISING AGE, Chgo ey WHI, 4243 — 
4 
ok Women Install Wilson 
Elizabeth V. Wilson has been in- 
4 recon, as president of the Phila- 
|delphia Club of Advertising Women. 
| Other officers elected were Viola I. 
— | Schlacks, vice-president; Charlotte 
| Bobb, treasurer; and Lillian Cohen 
P and Ruth Chestnut Thomas, record- 
> To Business Paper ing and corresponding secretaries. 
‘ Heads Wisconsin Net 
ce. | Hiram H. Born, Sheboygan, has 
ire been elected president of the newly 
ch organized Wisconsin network, com- 
ur- How many advertise r prised of six Wisconsin stations: 
ell age dvertisers do you| Wipy, Appleton: KFIZ, Fond du 
irs. serve? For each advertiser|Lac; WCLO, Janesville: WHBL. 
. . ° ~ » ro: . TS T y 2° . ¢ 
and you are entitled to a free list | Werte “amin hoa ae 
ing in the 1941 Annual Book - 
- of Brad-Vern’s Reports. This Net to McGillvra 
n hook should be in the hands , Joseph pinned McGillvra has 
er _o . - een named representative for the 
au of Space Buyers Sept. 15th. | stations of the North Central Broad- 
the casting System, a network of 13 
de- | MBS stations in Minnesota, Wiscon- 
er Hurr “ H rr m H il | sin and the Dakotas. 
ind + ll y ll y 
ant 
ture If vou have not sent in your list. 
ur Some publishers were disap- | 
woais pointed in not getting this free 
ers publicity last year. So don’t 
a be one of those who miss this COLLINS 
- next edition. 
pur- Necded information may be MILLER & 
the > » P 
copied directly from your bill- 
sce- ine records or in case lineage | HUTCHINGS 
- is not kept by individual ae- 
PER counts any clerk can compile 
t¢ the information we require at 
rate of 2 hours per 100 adver- 
LESS lisers, 
BRAD-VERN’S REPORTS 
135-2) Union Turnpike, Flushing, N. Y. 
| PHOTO-ENGRAVERS 
" ho Advertised and Where 
IN CHICAGO 
"hen They Advertised and 
How Much 


ore 


| grade labeling of 


| distribution 


Mandatory Grade 
Labels on Fruits, 
Vegetables Asked 


(Continued from Page 1) 
that the Secretary 
if he finds upon 


of Agriculture, 
investigation that 
fruits and vege- 
tables would foster their movement 
in interstate commerce and facilitate 
among retailers and 
consumers, may after public hear- 
ing and due notice rule that any 
fruit or vegetable bearing a U. S. 
grade label “is adequately marked 
for movement in interstate com-| 
merce.” Such label having been}! 
affixed, the product bearing it “shall 


not be obstructed or impeded by} 

° . | 
any person for the purpose of re~ 
quiring such container to be labeled, | 


tagged, branded, or described ac- 
cording to grade or quality descrip- 
tions.” 


This provision is aimed directly 
at interstate trade barriers. Some 
states, such as Ohio, require that all 
fruits and vegetables sold within its 
borders must bear the state’s own 
label, irrespective of any U. S.) 
grading. Such state laws would be} 
countermanded if Congress adopted 


| 
| 


ithe Anderson bill. 


or 


ito certain products. 


To Aid Distribution | 


The second section relating to 
labeling empowers the Secretary of 
Agriculture to “require that all con- 
tainers moving in commerce of any 
fruit or vegetable shall be labeled 
described in terms of United 
States grades applicable thereto, in 
such manner he may 
whenever he finds that such grade | 
information shown on each con- 
tainer will facilitate the marketing 
of such commodity and its distribu- 
tion to consumers.” 

The bill provides that a_pubiic 
hearing must be held prior to issu- 
ance of a mandatory grade labeling 
regulation, and that at least 60 days} 
must elapse between adoption of the | 
rule and its effective date. Penalties 
for violations of the labeling provi-| 
sions include a fine of not more 
than $500 for each offense and not 
more than $25 for each day of con-| 
tinued violation. | 

As to making grade labeled con- 
tainers mandatory, the language of 
the bill indicated that the Secretary 
could make such rules apply only | 
From prac- | 
tical standpoint, the Secretary 
would probably find it inadvisable 
to require grade labels on such} 
products strawberries which 
might deteriorate in quality after 
reaching the point of sale. 


as prescribe 


as 


Growers Favor Plan 


An Agriculture Department 
spokesman, in discussing the bill 
with ApDVERTISING AGE, predicted 


that if enacted such fruits as pears, 
plums, peaches and apples, and such 
vegetables potatoes, onions, 
celery and lettuce, would probably 
be included in any mandatory grade 
labeling regulation subsequently 
adopted. 

This spokesman declared that the 
bill reflects a growing feeling on the 
part of fruit and vegetable growers 
and wholesalers that grade labeling 
should be made mandatory. Under 
the Perishable Agricultural Com- 
modities Act, for example, shippers 
are licensed to use U. S. labels only 
upon their request. Some find it to 
their competitive advantage not to 
operate under such a license. 

From the standpoint of the De- 
partment of Agriculture, sections of 
the bill not relating to grade labeling 


as 


are probably most important and 
most desired. One would permit 
an expansion of the Department's 
marketing news service by au- 


and dissemina- 
tion of “timely information on 
current and _ prospective supplies 
and demand, commercial movement, 


thorizing collection 


location, disposition, quality and 
condition, nutritional values, and} 
prices of fresh fruits and vege-| 


tables.” 

Another section would permit ex- 
pansion into the retail field for the | 
first time, instead of stopping with 
The bill empowers the 


wholesalers 


Secretary “to investigate the stand- 
ardization, grading, preparation for 
market, packaging, handling, and 
distribution through wholesale and 
retail outlets, and the demands and 
preferences of consumers of fresh 
fruits and vegetables.” 

It would also permit the estab- 
lishment and modification of stand- 
ards and grades; promoting the use 
of uniform standards and grades 
among producers, distributors, and 
consumers; and advising and assist- 


| ing producers and retailers on such 


as 


matters packaging, improved 
merchandising methods, display, and 


sales methods. 
The bill would even permit the 
entry of the Department of Agri- 


culture into the advertising display 
business, by permitting it to prepare 
and sell “circulars, posters, bulletins, 
and other printed material” on 
grades recommended. 


To Redesign “Click” 


Walter D. Teague, industrial de- 
signer, has been retained by Click, 
New York, to redesign that maga- 
zine. 


Joins “American Weekly” 
Rodger C. Harris has joined the 

sales staff of the Detroit office 

The American Weekly. He was for- 


|merly with the Detroit office of | 


Liberty 


of | 


Court Upholds Curtis 

The United States circuit court 
at Philadelphia has ruled that the 
1940 recapitalization of the Curtis 
Publishing Company, Philadelphia, 
placed preferred stockholders in “an 
excellent position” and has refused 
to disturb the plan on petition of 
Norman Johnson, New York at- 
torney. The decision upheld a sim- 
ilar lower court ruling. 


State Fair to MacManus 


MacManus, John & Adams, De- 
troit, has been named as advertising 
counsellor to the 92nd annual Mich- 
igan state fair, to be held Aug. 27- 
Sept. 7. Newspapers will carry the 
bulk of the promotional campaign. 


(eile (eo 


To cover this 
American Market, USE — 


EL MUNDO 


Morning Daily 


\t WAS BE 


BUT WE LOVED IT! 


Ed East’s “Breakfast in Bedlam” 
pulled 29,473 responses in one week! 


Are people wide awake enough at 7 A. VM. to respond to a 


radio offer? But... definitely! 


ed Kast’s “Breakfast in Bedlam” has long been a favorite 
with the “early birds” who live in the World's Richest Market. 
But even we were surprised when 29.173 people wrote in for 


a four-page newspaper about the program. We had to print 
three editions to take care of the demand! And we had to 


hire five extra people to get them out, This response is still 


another amazing indication of 


enee size and responsiveness. 


Breakfast in Bedlam’s” audi- 


It's conerete evidence that Ed EKast’s “ Breakfast in Bedlam” 
has “what it takes.” He can sell your product as he has sold 


dozens of others. May we show you how % 


You may buy 15-minute units, 


ments. or L-minute transcribed announcements in“ Breakfast 


Vi. 


in Bedlam to 7:55 A 


Represented Nationally by NBC SPOT Sales Offices 
NEW YORK CHICAGO SAN FRANCISCO BOSTON CLEVELAND 
DENVER HOLLYWOOD WASHINGTON 


50. or L00-word live announce- 


4 


Vionday through Saturday 
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ADVERTISING AGE 


July 14, 194 


Form Chadwick & 
Harriman 

Herbert W. Chadwick, formerly 
local advertising manager of the 
Chicago Daily News, and Lee Harri- 
man, New York writer, will form 
the advertising agency of Chadwick 
& Harriman in the Daily News bldg. 
Aug. 1. Accounts to be serviced in- 
clude the Daily News, Automatic 
Oil Heating Company, Burning Oil 
Distributors Association, Chicago 
Oil Burner Association, and Termi- 
nal National Bank, all of Chicago. 


KARM to 5,000 Watts; 
Names Free & Peters 


Station KARM, Fresno, Cal., out- 
let for the Columbia Broadcasting 
System in central California, has 


received permission from the Fed- 
eral Communications Commission 
to increase its power from 250 to 
5,000 watts for day and night oper- 
ation. Free & Peters has 
appointed national representative. 


The station was founded in Janu- | 


ary, 1938, by George Harm. Clyde F. 
Coombs is vice-president and gen- 


eral manager. 


7 
The Von Weller - Lyon Co. 


been | 


Report Success of © 
(1941 Father's Day © 
Promotion in U. 5S. 


New York, July 8 —Sales of 
men’s wear for Father’s Day regis- 
tered an increase of approximately 
18 per cent in 1941 over 1940,' 
according to the National Council 
for .ne Promotion of Father’s Day 
which has already started work on 
the 1942 campaign. 

Noting that the steady rainfall of 


the week preceding Father’s Day 
on June 15 may have discouraged 
potential customers, the Council 


reported the increase in sales vol- 
ume for this period following a| 
check of some 2,000 establishments, | 
including men’s wear stores and | 
men’s divisions in department | 
stores, throughout the country. 
According to Alvin Austin, | 
executive director, subscriptions to | 
the 1941 campaign amounted to | 
$13,400 and sales of posters and| 
display material to $11,000, on 
which the Council made a net in- 
come of $2,600, adding up to a total 
| working budget for promotional | 
| purposes of about $16,000. 


Publicity Extended 


THIS WEEK 


Index of Retail Activity in 
83 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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YEAR TO DATE 


Akron, ©. 
Albany, N. 


27-Week 27-Week 
Period Period 
Ended Ended 

July 8, 1939 July 7, 1940 Ju 


5,168,155 5002 S86 


Peri 
kind 
ly 5, 


,446, 


27-Week 


od 
ed 
1941 


5,338,295 


VY... cceccnee 5,126,787 4.219.013 4 


e . . . ~. Mr. Austin reported an increase | ‘Atlanta, Ga. .......... 8,600,790 7,760,070 8,189,459 
501 S. La Salle St. “ago ; nt et : ro lti -. BR9.O8! 702,367 2,529,015 
] . I ral ille Ss ( hic iv lin publicity extended by news- | Baltimore, Md oy: , 11,389,039 11,702,3¢ 7 12,52 1,013 
‘ | 7 , i | Birmingham, Ala 6,642,576 7,276,646 7,791,076 
Established 1905 | papers and magazines and said that | —— - 
Cc : .on ass 4 859.173 9,530,733 888,65 
75 per cent of all network radio| Boston, Mass. . : Syowewes ot ayy et 
é ie gad a ¢ | Bridgeport, Conn », 258,400 5,636,140 
| programs aired be tween June 8 and) pupaio. NY 7.674.325 8.429.370 
June 15 mentioned Father’s Day.) Camden, N. J.. 2,831,130 2,735,438 
| . . . . ore ® “2 
aa be "( or > "Ss > . ;| Cedar Rapids, la 2,500,372 2,968,440 
PRINTING a r the first time, the Council this | (*« pid i 
year had its own radio program,)| Charleston, W. Va. 5,365,248 5,262,413 652,997 
PLANOGRAPHING aired for 15 minutes on Father’s | *Chicago, I! - 15,667,788 15,035,894 15,467,906 
|Day over 94 stations donated by pcan Nc a Pg ein me ie yt + gong ih 
- owe : 7,3 - . . a ( evetand, ’ 0276.6 ’ : ’ ’ 2 Y,9O0,6 
MULTIGRAPHING the Columbia Broadcasting System, | (chu;;hus. oO 6 823.402 6.989 662 7030-684 
a a and the Council also marked an- a 0.871964 10.403.650 10,486,001 
4 . . . . i “as, ex at, ’ reo Oe , 
\l rt RY SSI Nt‘ ' other first: with . an international | aeainath, la 1SZOU17 4,960, S87 063,310 
\ND MAILING broadcast in which refugee chil-| Dayton, O 7 914.862 7329 848 7 N74. 185 
: _— ae 'dren spoke to their fathers in Eng- | Denver, Colo 1,731,379 1,360,267 4,591,697 
| land. Des Moines, la , 500,202 15,619 316,746 
e bd | The Council swings into activity | Detroit, Mich wee 10,368,962 10,795,576 11,732,725 
T CRRVICR or e 2 campaig rith abo El Paso, Tex.. 134,738 1,705,833 6,081,510 
PROMPT SERVICE jon the 1942 campaign wit ol gg aoe utes es ‘846.940 945,404 
: ‘al 0202 | $1,000 in the treasury, and has set} peo} vitie. Ina 6 282 566 6 303 248 6 906.462 
\ll Phones Wabash 9393 $25,000 as the quota for contribu-| fal) River. Mass 1,757,157 1,809,898 1,965,045 
e 6 | tions, and $11,000 for sales of dis- Flint. Mich . "y742.430 1647454 4.576.312 
| play material. Fort Wayne, Ind ; 1.465.032 5,729,406 m7 03,495 
Soran | es A. O. Buckingham, vice-presi- | Gary, Ind SO13,851 277,311 3,413,608 
SETVING SOME of America’s dent, Cluett, Peabody & Co., has | ‘irand 7 Mich.... 4 ++ bod 1,748 et pen +4 
’ 1° . : iree a See . 8,381,966 TH7,152 3.000 ,48% 
leading companies been reelected national president |‘''°*"™' 
|of the Council. Houston, Tex &, 790,768 0,776,240 10,030,964 
‘ Huntington, W. Va.... 3,884,205 4,340,877 $570,940 
Indianapolis, Ind . 8,516,660 9,139,741 Y.731,741 
Jacksonville, Fla ' 668 1,077,492 .266,898 
Jersey City, N. J 1, 118 1,145,561 1,165,488 
Kansas City, Kan 1,¢ 696 1,603,301 1,441,641 
Knoxville, Tenn 5, 730 S928 516 5,982,159 
Little Rock, Ark 4,750,536 4.836.006 230,666 
A SPENDID POTENTIAL Los Angeles, Cal 13,028,042 12.778.348 12,359,649 
Louisville, Ky T 505,258 T5902 N16 8,003,924 
MARKET FOR ANY Lynn, Mass (442,902 4,608,924 020,716 
Manchester, N. H 1,996,040 1,894,747 1,805,835 
ADVERTISER erage mikes Eee 
Miami, Fla 7,365,225 8,127,133 7,762,533 
Akron people are making big money and they'll Milwaukee, Wis ‘ Semoee Sreeiere ee 
d it if k th H . lendi ‘Minneapolis, Minn 7,438,125 6,442,100 6,407,969 
spend it if you ask them to. Here is a splendid Moline-Rock Island, Il, 4,377,874 1,408,698 1,760,656 
market eager to respond to your sales messages. ‘Nassau County, L. 1 1,454,048 1,258,163 2,041,148 
, P New Bedford, Mass 1,619,268 1,753,164 1,961,189 
You need only glance at the following Ohio State Mew Staveh. Conn 1793-768 008 308 937 789 
Sales Tax collections and you'll be convinced that New Orleans. La 0.984.796 10,435,652 10,317,973 
Akron can profitably be placed on any advertiser's New York, N. ¥ 30,881,951 30,307,397 30,759,697 
list Brooklyn, N.Y 2,118,194 1,872,802 1,909,322 
, ‘Norfolk, Va 1.956.966 5.820.508 “S378 
Oakland, Cal 1,069,164 4,547,270 4,726,541 
Week ending June 14, 1941 $88,098.17 Oklahoma City, Okla 4,867,212 4,107,516 4,483,192 
Week ° Omaha, Neb sO51,817 3.169.595 8,212,257 
ee ending June 15, 1940 56,653.55 Peoria, 11 ens 655,193 6.089.755 6,558,244 
Philadelphia, Pa 14,307,678 14,860,293 15,710,780 
| 444 Phoenix, Ariz 3,834,670 41,260,158 1.647.944 
NCREASE $31, 62 Pittsburgh, Pa 10,562,678 11,266 6 11,594,506 
0 Portland, Ore 6,367,853 T4343, 580 6.621.154 
OR 55.5% Providence, R. 1 6,311,077 6,216,262 8,256,915 
Reading, Pa 5,192,335 482.448 652,268 
Year 1941 to June 14 $1,626,112.83 ol weer + ee 
' ' ° 
Rochester, N. Y 7,943,269 SONS 275 S300. 164 
Year 1940 to June 15 1,188,728.83 Rockford, 11 1.142.824 1,418,652 #810,572 
Sacramento Cal $205 606 $006 607 $402.884 
San Antonio, Tex 724,117 S30,228 4,414,414 
INCREASE $437,384.00 San Tie vo (‘al 6.688.882 $41 7 12 ' tH4 r 12 
G Seattle Wash DSO7,804 6.177.428 6.288.916 
OR 36.9% South Bend, Ind 2,826,919 780,012 119,622 
Spokane, Wash $,452,162 244.186 260.408 
Every day is pay-day in Akron, so every day is St. Louis, Mo 9,405,290 Y.612,385 9.433,950 
Pye tisi d St. Paul, Minn 480,10 67,524 »AOT OST 
So Gee Cover Soy- Syracuse N. ¥ 6,269,487 782,450 266.834 
Tacoma, Wash 8.222.894 428.036 3,523,744 
Tampa Fla 3.429.328 1201500 $208 6G 
Toronto, Ont an S 662.495 S.120.746 S656 N46 
Troy, N. ¥ 2.310 2,252,124 2,423,654 
Tulsa, Okla 1 HGS HR 133.008 1.157.620 
Washington ID « 16,548,546 17.864.0 18.124.931 
Akron has an A.B.C. City Zone Population of 316,706. voungstown, O et S.S0e 1,287,236 1,760.64 
Trading Territory 405,000, and the Beacon Journal covers Tota 19,206,487 1.470.131 7.859.150 
96.9°/, of these families at one low cost. 1 Atlanta Georgian and Sunday American ceased 
publ ition Te 17. 1% 
Chica »> Herald & Exar discontinued Aug. 28. 1934 ° 
! ipelis Star and Journal erged Aus 1 eae 
lay iunched Se pt 1940 
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Represented by: STORY, BROOKS & FINLEY 


New York, Philadelphia, Chicago, 
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% Gain 
or Loss 


1941 


—~% Gain 


or Loss 
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(ail 


or 


1941 Week Week 
over Iended Ended 
1940 July 7,1940 July 5,1941 Loss 
+ 6.7 34,907 177,030 
5.4 99,084 23,367 
5.5 199,332 200,494 
wea 314,095 303,182 
7.1 213,640 233,618 
3.8 154,637 181,848 
7.2 200,368 
9.8 210,753 
2.8 59,151 
Re TOR68 
7 151,074 
2.9 342,826 
5.3 309,377 
1.7 S01, 880 
O68 PO0.105 
0.2 267,589 PRG OR4 
2 133,840 133,672 
"0 186,536 196,000 
oj 144,728 131,892 
| 82,263 78,697 
8.7 281,878 206,796 
6.6 177,688 209,349 
2 142,758 139,776 
6 212,492 231,490 
5.6 63,447 51830 
+ 4.9 138,068 148,372 
O.5 172,928 141,400 
1.2 SO.600 106,435 
x. 126,784 140,224 
4 124,888 32,643 
2.6 16,680 t06,782 
5.3 125,162 131,076 
6.5 261,358 257,670 
Be 151,578 160,762 
+ 1.7 25,156 31,233 
10.1 41,118 SY844 
0.6 144,284 164,23 
8.2 152,740 159,166 
1.3 $15,442 353,563 
o.4 215,539 218.002 
s.9 ~ 126,238 ~ 123,578 
0.6 46,350 a, 870 
0.7 192.514 TSO,586 
‘4.5 166,488 157,178 
S.1 210,899 P40 504 
0.5 202,427 218,945 _ 
+ 8.0 155,274 156,710 
62.2 27,622 80,546 
11.0 60,200 68,348 
+ 4.6 153,650 154,294 
1.1 02.031 240,552 
+ 1.5 603,445 706,212 
2.0 35,711 $5,996 
2 163,422 180,124 
eu 116,189 114,083 
v1 147,140 149,716 
+ 1.3 82.362 86.611 
ey 147,168 151,116 
%7 156,036 R78.041 
| 114,128 141,442 
+24 exe g00 ~ OT4. 582 
+ 15.3 169.834 183,638 
0.5 155,027 150,121 
3.1 159,292 151,115 
1.2 P00 508 171.934 
3.8 198,661 7 924 s- 
x4 141.498 P38 306 
a 110,250 117,230 
+ 15.3 113,627 135,056 
17.0 177.674 207 504 
1S 156,142 161,980 
2.2 62.530 73,538 
1 110.306 1TO1.612 
10 226,82 237.685 
2.9 136,518 147,26 
9.2 S803 104,524 
2.8 141,652 112,014 
£3 114,50 119.910 
6.6 210,07 226,60 
S.1 1.432 H4.17¢ 
ih 1.084 lil 
+1 l 4 ‘ 7 
110 OT. GON 1i6. 
64 14,073,287 14.9786 
1 1840, containing 428,848 ines 
Journal published 100th Annive 
h 20, 1939, containing 216,027 


Rejoins Sales Staff 
Lester B. Smith has rejoined the 
staff 
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Advertising in the Test Stage 


Test Teaser Ads 


in 10 Newspapers 


for Bisquick 


Minneapolis, July 
selling job for 
Mills, Inc., 
of small teaser 
eight New York 
Newark News and 
Journal. 
Copy 


Wednesdays in New 
on Wednesdays in Newark; 
Tuesdays and Thursdays in Milwau- 
kee. A total of nine weekly are 
scheduled in the New 


Each advertisement 
with brief stopper 


attract consumers’ attention. 
“Saved!” 


ple headlines are 
ma ought to know, 


and “2 plus 2 equals 4.” 

8-letter 
adds in smaller type copy 
shortcake quicker? 


headline, ‘What 
tastier 
right. . . Bisquick. 
and sugar. 


your work. And get marvelous 
shorteake.” Other brief messages 
emphasize that Bisquick makes 


the 


You save 


9.—In 


is appearing Tuesdays and 
York papers; 
and on 


headlines 


hopes 
that 42-line copy can do a real 
Bisquick, General 
has launched a campaign 
advertisements i 
newspapers, 
Milwaukee 


the | 


York area. 
is different, 


Sam- 
“Grand- 
”* “T said Bosh” 
Another 
word,” 
“means | 
You’re 
Just add cream | 
almost half | 


EXTRA SHARP - 
FOR REPRODUCTION 
PURPOSES 


RAPID COPY SERVICE CO. 


e 123 N.Wacker Drive... 
@ 415 Lexington Ave. .. 
@ Ninth-Chester Bldg. . . 


CHICAGO 
NEW YORK 
CLEVELAND 


TEASERS 


HEY! 


Who chinks as a0 awful ousance 
to mabe old fashioned shor. ake 

Thar idea is way behind the cimes 
Look you just add cream aod 


Can’t fool 
Grandma 


@ She knows what's whe 


sugar to Bisquick. Simple as 
KYZ. Just v0 
bother. And the 


York. One of many grandmothers 
em pure who use Bisquick 


MRS. GOFF 
WAS WRONG 


Mrs. C. A. Goff, Gratton, W. Va 


She bed Brsquick and dide think 
] a 


provement Here 
dents Better blending Bis 


nare 


erc., made this quicker way, are 
even tasuer ow 


wt now 
* 


General Mills’ Bisquick gets the benefit 

of these 42-line teaser advertisements 

in a test to determine the effectiveness 

of small space newspaper copy. Knox 

Reeves Advertising, Inc., Minneapolis, 
is the agency. 


“delicious biscuits in half the time” 
and saves work in preparing delec- 
table waffles. 

The test in New York supple- 
ments the regular Valiant Lady 
radio program on Station WEAF. 

Knox Reeves Advertising, Inc., 
| Minneapolis, handles the account. 
| KENTUCKY CLUB AND JULEP 


| READY FOR NEW TESTS 
| New York, July 11.— Penn To- 


| bacco Com pany, Wilkes - Barre, 
through its recently appointed 
|agency, H. M. Kiesewetter, New 
| York, will launch a new advertising 
| program late this month when a 
schedule for Kentucky Club starts 
in Life, 
gust issue of 
Farmer’s Wife. 

A newspaper and spot radio test is 
also in the offing for Julep cigarets. 


Farm 


to be followed by the Au-| 
Journal and | 


UP! 


Here’s a Market 
That’s “Going Places!” 


As of June 1, business in Winston- 
Salem was¥19°,, above normal according to 


an independent survey* of 147 trading areas. 


That’s a right outstanding performance in 
itself . . . but it becomes more so when this 
survey discloses that only 16 out of the 147 
trading areas were above Winston-Salem in 
the “above normal” classification . . . and 


that tops for any market was only 23° , 


Month in and month out, the Winston- 
Salem area is ACTIVE. People comprising 
this territory are gainfully employed and well 
able to buy the things you sell. We'd like to 


tell you more about Winston-Salem. 


* Brooke, Smith, French & Dorrance, Inc. 


JOURNAL and SENTINEL 


in Winston-Salem, North Carolina 
National Representatives: KELLY-SMITH COMPANY 
NBC—Radio Station WSJS— NBC 


| hands 


Consider Essay 


Contest for Latin 


American Campaign 


(Continued from Page 1) 


propriation had been 
subject of the contest would pre- 
sumably deal with inter-American 
relations and an appeal would be 
made especially to young people. 
Although officials of the Rocke- 
feller Committee and the Export 
Information Bureau of the Four A’s 
Which is actively engaged on new 
plans, declined to discuss future 
copy, indications were that an an- 
nouncement would be ready for 
release within a few weeks. The 
advertising program is subject to 
State Department approval and all 
appear determined to avoid 
complications such as those which 
followed in the wake of the travel 


spent. The 


| COpy. 


| the agency 


Another phase of the Latin Amer- 
ican good-will project, 


'second: and 


also involv-| 


ing the use of advertising, is the) 


merchandising of American short 
wave broadcasts by means of paid 
listings in 
for this move, a practice that is 
common to both the British and 
Germans, was made clear by re- 
cent market research studies, de- 
tails of which are given 
The appropriations bill passed by 
Congress last week included $25,000 
for this purpose, but it is understood 
that insertion orders for the listings 
went out even before the bill was 
approved. 


May Re-Shuftle Agencies 


Also up for State Department con- 
sideration is a proposal that 
ness opportunity” ads be spotted in 
Latin American newspapers, invit- 
ing inquiries regarding products and 
services that can be sold in the 
United States. A test ad inserted 
in one publication circulated 
throughout Latin America is said to 
have stimulated an encouraging re- 
sponse. 

Resumption of the 
Committee’s advertising 
may be preceded by a reshuffling of 
setup that handled the 
placing of the travel copy, it was 
hinted in export circles here this 
week. No official comment was 
forthcoming regarding this re- 
port. J. Walter Thompson Com- 
pany handled the campaign in Ar- 
gentina, Paraguay and Uruguay; 
McCann - Erickson in Chile and 
Brazil; and Export Advertising 
Agency, National Export Advertis- 
ing Service and Irwin Vladimir & 
Co., in the remaining countries. 

First findings in the series of 
Latin American market and media 
surveys undertaken by the Export 
Information Bureau, under the di- 
rection of Dr. Harvey Cantril, were 
being analyzed by the Rockefeller 
Committee this week and will be 
made available to American adver- 
tisers and agencies later. The studies 
dealt with radio listening and pub- 
lication reading habits in Argentina 
and Brazil. 

It was found that in 


“busi- 


Argentina 


23.3 per cent of the short wave 
listeners tune in VU. S. programs 
most often. Next in order came 


Germany, 19.5; Great Britain, 17.4; 
Italy, 11.3; Spain, 0.6; others, 0.6 
This picture was reversed in Brazil, 
however, where 85 per cent of the 
short wave audience reported listen- 
ing to British programs; 47 per cent 
to German; 42 per cent to U. S.; 16 
per cent to Italy; 5 per cent to 
Argentina; and 3 per cent to all 
other countries. Most Brazilian short 
wave listeners apparently tune in 
more than one country. 

What surprised the 
most 
the fact that 52 per cent of those 
short wave listeners who expressed 
an opinion regarded British news 
as the most reliable; 25 per cent 
said U. S.; 16 per cent, Germany; 
4 per cent Italy; 3 per cent, others. 

In both Argentina and Brazil 
short wave listeners to American 
programs expressed a_ preference 
for music over news. 


researchers 


newspapers. The need| 


bek Ww. 


ings in both surveys was the large 


segment of the population which 
depended on “conversation” as the 
chief source for world news. News- 


papers ranked first in both coun- 
tries, with local radio stations, 
conversation, third. 
Next in order came newsreels and 
short wave broadcasts. 

At the present time 18 American 
advertisers are short 
America. 


sponsoring 
wave programs to Latin 
The list is as follows: 

WGEO, General Electric Com- 
pany, Schenectady—Tidewater As- 
sociated Oil Company; Conde Nast 
Publishing Company; Gillette Safety 
Razor Company; Standard Brands: 
American Express Company. 

WLWO, Crosley Corporation, Cin- 
cinnati—Old Fashioned Revival 
Hour; Bristol-Myers Company; J. B. 
Williams Company; American 
Safety Razor Company; Moore- 
McCormack Steamship Lines; Car- 
ter Products, Inc.; Electric Auto- 
Lite Company; Reader's Digest. 

NBC—American Export Airlines: 
R. J. Reynolds Tobacco Company; 
Standard Oil Company of New 
RKO Radio Pictures; Koly- 
nos Company. 

The new CBS Latin American 
network of 65 stations is scheduled 
to start operations in September. 
For the first time American short 
wave programs will be picked up 
by South American stations and re- 
broadcast on their regular wave 
lengths. 


ROCKEFELLER REPORTS 
PRO-AXIS AGENTS’ LOSS 


Washington, D. C., July 11.—Latin 
American business agents who ped- 
dle American’ products 
hand and Axis propaganda with the 
other are fast losing their business 
from the United States, according 
to a progress report issued today by 
Nelson A. Rockefeller. 

Mr. Rockefeller said that over 50 
per cent of U. S. export business 
formerly handled in Latin America 
by representatives also engaged in 
anti-American activities has 
lost to such agents. 


Jersey; 


been 
Arrangements 


|}are being made for them to be de- 


Rockefeller | 
campaign | 


in the Brazilian survey was) 


One of the most interesting find-| 


with one} 


prived of the remainder. In some 
cases, a single Latin American firm 
has lost as many as 15 U. S. export 
accounts, and in many others from 
five to ten have been taken away. 
In only one case, according to the 
report, has one American exporter 
hired a Latin American § agent 
dropped as undesirable by another 
American company, and that was 
speedily rectified. 

U. S. firms which maintain 
branch offices south of the border 
instead of agents, have investigated 
their personnel, and managers, rep- 
resentatives and other employes 
with Axis leanings have been dis- 
missed. In the case of firms serving 
only as agents, some have been able 
to retain American’ business’ by 
satisfying U. S. officials that Axis 
propagandists and sympathizers 
among their executives and em- 
ployes have been ousted. 

Over 17,000 exporters have co- 
operated with the Rockefeller office 
in its program, and a continuous 
check is made on new and pros- 
pective Latin American agents. 


’ SERVICE 


DEPENDABLE 
MARKET RESEARCH 
TABULATING 


7 
Complete facilities and long 
experience enable u t 
meet the exacting demand 
of agencies, publishers and 
marketing analysts 

” 


Send for your copy of the 
booklet entitled “Ec 
in Market Research 

. 


RECORDING & STATISTICAL CORP. 


102 Maiden Lane, New York, N. Y. 


BOSTON CHICAGO DETROIT 
MONTREAL TORONTO 


zs WHEN ‘IT COMES 
AND: MARKET 


Advertising agencies 


5 10. we 
ANALYSES 


Nba 


interested in throwing a 


better light on any marketing, sales, or advertising 
problem, are urged to investigate the advantages 


of the 
Bureau. 


International Business Machines Service 
This Bureau ts organized and equipped 


to help make any survey yield maximum facts 


per dollar. ° 


hrough the medium of punched cards 
and automatic machines, 


this Bureau will accu- 


rately tabulate required information by territory, 
product, price, model or other classification. Write 
for detailed information to our general ofhces, 


590 Madison Avenue, New York, N. Y. 


INTERNATIONAL BUSINESS MACHINES CORPORATION 


Offices in & Principal Cities 


PE oe ee 


a ‘ ; cutee 3 re pe T ey i. Mg ons a ‘ a Ree ie. 5 i ok a a ‘ ey sua i cic a i aa a4 . ot / " . : ~ * i seat Faaon an 
—_-— S a 
, | i ckieheineenneniinnntemememmeiall . a 
; prt 
Psst! ia 
_ ° ! 
I's a secret. but lots of grand Fs ‘ 
CO mothers have a erick wp the c 
Po pee ier slow sera ronare a 
a ' same En ten tome Pat Ss 
_ a Gs” - 
Bisquick caps ‘& 
— oe eee 
is ( & \ R S 4 
Py Al (4 1 \»\ & ee 
2 i,< DIE a 
VN verre graves _ * 
A> NN sanaee, 
a | | ia 7 | 
ms 
Rapid Cony a 
oo ae a 
ssv _ 
gL0ss* an 
Po i Pd 
| _ —___ : 
—_—_—_—_—_—_—_— ee eee Z ey 
. Sa ai. ‘ oe 
- mt : snd vsti, sy , ™ a “<a ree 
| = a 
yr hs ae i xi 
ee . : 
ie. Bs x, ec Nae” a ; gihdio- ny | wy tt) b oh : ne /\ a 2a 
ag . 2 ee cer oc ee! Ce a 
¥ \ = ea ie, yi * § g is 
-., -. - Ba = . 
’ mA ‘\ . s. 7 *¢ . = im” ir , : a . au ; 
» a - — i « n = 
>) A 4 a : ~ , ae 
eas / he tee ag 
me Y\ , + ~<a Yd ip -- ‘ A yt . we 
ez oN ent r "? i , PAS | Ez = ee 
- bi \ is , py’ $ "3 A ry — 
as \ C4we a 
‘Ss NR 4% “i es - 
NS | “3, a 
¢ Pam at es bine y ,: — A 5 A oe Ss 
7 . Au ‘ — > « ! _— “7 4 ‘ yy A 4 
} Fe we \ \ SE LEG tk Ye 4 ‘ 
c bey Y) ’ fe . ee | 
—~_ oo Se 7 Z , Ih ee ih. 
| ee Pa AE 4 OP <5 ) 
~ Re + ie Po 
ay — s 
| = 
. gem ——  » 3 
: ee 4 
ee : 
; ee 
DM * 
u j a 
a I a 
ge 
i a « my ‘tia? % Bike sik ; A og ye oF age oS a ye % cu Ze is a eae eM WE 5, ae om seers ae % pay Pee * geo #9 ae 
Ok Se ct a ls ee] ee” Oe NON, Seer. MM Pee erg a | ee RR Le Fe ie ae ieee Tt. oe 
Pe Pack Aiea Mitac ans EO gi BE ome aero ED Pe ee Naat sence ee. i ae, hy 
ie rAd - r sl fe, wy Fa, al gor tl » PE, i ee, ee, aE Fines ng a Rat ek ie P . he a4 nae 
; am x en St Ree i, “4. ¥ a a as tet ; ee gn es 5 eee a oP 4 Bic te po ak 


. - 


ee ee ee ae 


30 


July 14, 194; 


Gore Leaves “News” 


Budd Gore has resigned as pro- 
motion manager of the Chicago 
Daily News to join the advertising 
department of Marshall Field & Co., | 
Chicago, 
business promotion. 


Gerstenkorn Advanced 


| 


Henry Gerstenkorn, former mer- 
chandising director of the Don Lee 
network, Los Angeles, has been 
named national advertising service 
manager for the network. He will 
be succeeded by Edward Kemble, 
formerly commercial traffic chief. 
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CHROMART 


Print from Kodachrome 


1 
{| 


e The ultimate in copy for process 
plate work! e Can be retouched as de- 
sired and fitted into art work. @ Gives 
new reproduction perfection — stops 
all technical alibis. e Captures Koda- 
chrome’s full richness — price $38.00 
up—reduces plate cost— Investigate! 


F PHOTOCHROME 
= COLORPRINT LABORATORY 
837 N.Fairfax, Hollywood 
“Overnight by Plane” 
‘000000000000 


Campbell Takes 
Over P&G Show; 


Coca-Cola Adds 


in charge of OUNCE OWE | 


New York, July 9. — Campbell 
Soup Company will replace 
“Martha Webster,” currently aired 
on 56 stations of the Columbia 
Broadcasting System, with “The 
Man I Married,” beginning July 21. 
The new Campbell program was 
formerly sponsored by Procter & 
Gamble Company for Oxydol on 
the Red network of the National 
Broadcasting Company. 
berth, the program will be aired 
daily from 11:15 to 11:30 a. m. for 
Campbell soups. Campbell has also 


'D'Arey Advertising Company] Bureau of Advertising | 
which has| Folder Quotes Kellogg 


In its new | 


replaced Fletcher Wiley on CBS for | 
the month of July with a new quiz} 


program, “You're the Expert,” aired 
daily from 2:30 to 2:45 p. m. over 
37 stations for Campbell’s chicken 
soup. Ward Wheelock Company is 
the agency. 
Coca-Cola Adds 

Coca-Cola Company has adde 

six outlets to the CBS network for 


“Pause that Refreshes on the Air,” 
making a total of 113 stations, larg- 


ADVERTISING AGE 


Mc 


handles the account. 

Barbasol Company, 
sponsored Gabriel Heatter in a 
news program on _ the 
Broadcasting System on Saturday 
nights, has added Sunday to the 
schedule. Heatter is aired Sunday 
from 9 to 9:15 p. m. over 14 MBS 
stations. R. B. Semler, Inc., for 
Krem|] hair tonic and shampoo, has 
renewed Heatter’s Monday evening 
news program, aired from 9 to 9:15 
p. m. over 15 stations. Erwin, 
Wasey & Co. is the agency for Bar- 
basol and Semler. 


Boosts Defense Stamps 


Another network radio show in 
behalf of defense savings stamps 
and bonds is being launched by the 
Treasury Department. Through fa- 
cilities donated by the Mutual 
Broadcasting System, the program 
will be broadcast for a half hour 
Sundays at 11 a. m. The initial 


| 


| 


| board, 


| 


A folder dealing with the consist- | 


Mutual |ent use of newspapers by the Kel- 


logg Company, Battle Creek, has 
been issued by the research and 
promotion department, Bureau of 
Advertising, American Newspaper 
Publishers Association. 

Pointing out that newspapers 
have been the basic medium used 
in promoting Kellogg’s corn flakes 
since its introduction in 1906, the 
folder closes with a statement by 
W. K. Kellogg, chairman of the 
which gives newspapers 


|major credit for highly satisfactory 


show July 13 will be followed by | 


nine others. Concert and operatic 


stars of foreign birth will be fea-| 
| tured. 
d 


Male to Managership 


William H. Male has been elected 
a member of the board of directors 


est lineup on the CBS schedule of| ang named vice-president in charge 


sponsored programs. 


The series is|of management of Mellen Asso- 


| aired Sunday from 8 to 8:30 p. m.|ciates, Ltd., Honolulu agency. 


sales in 1940. J. Walter Thompson 
Company, Chicago, is the agency. 


Joins Pedlar & Ryan 


Lillian Eichler Watson, for 21 
years on the copy staff of Ruthrauff 
& Ryan, New York, has joined the 
copy department of Pedlar & Ryan, 
New York, in an executive capacity. 
Mrs. Watson is co-author, with 
Walter A. Lowen, of “How to Get 
a Job and Win Success in Adver- 


| tising.” 


Opens Own Studios 

M. E. Harris, for 15 years art 
director of H. W. Kastor & Sons, 
Chicago, has resigned to open his 
own studios in the London Guar- 
anty bldg., Chicago. 


NO PLACE FOR VENUS DE MILO 


1ry poor Venus in a self-service store! 


ys 


is 


She'd be in a pretty fix... for here is 


one place where hands approach perpetual 


motion! They push “gocarts,’’ reach for prod- 


ucts, examine packages, select brands and put cash on 


the line. These active hands of women self-service store 


customers account for every third U. S. food dollar! 


What power makes these restless hands choose brands 


among competitively grouped products at point of sale? 


The impelling force that shapes the brand decisions of 


self-service store customers is consumer advertising. 


‘These millions of active 


women self-service store 


shoppers are “eye-buyers.”” Their eyes must be reached 


before they enter stores to create point-of-sale identifica- 


tion of product size, shape, color, trademark and slogan. 


More hands will reach for your products if you presell 


housewife-shoppers in the important, growing self-serv- 


ice market. The quickest and soundest way to reach 


them is THe Famivy Circe “Beeline to the Buyline.” 


Each week 1,400,000 of its 1,600,000 copies are volun- 


tarily reached for by women self-service store customers. 


This coverage and weekly frequency enable you to 


reach and sell the heart of the self-service market. 


“THE BEELINE TO THE BUYLINE” 


Stephen Bolles, 


mer eo. THE ONLY WOMAN'S WEEKLY - 1,600,000 SHOPPING HOUSEWIVES 
/ / NEW YORK . CHICAGO . SAN FRANCISCO 
* Paes y a) so 


Ex-Publisher, 
Dies in East 


Rochester, N. Y., July 8.—Con- 
gressman Stephen Bolles, publish: 
of the Rochester Evening Times. 
predecessor of the Times-Union, in 
1899-1900, who had a distinguished 
career in publishing, publicity ang 
editorial work throughout the coun- 
try, died early today in Washington. 
D. C. He was 75. 

A graduate of Milton College. 
Milton, Wis., he began his new 
paper career in 1890 as a report: 
for the Toledo Blade and a fe, 
years later was its managing edito: 
He was publisher of the Er; 
Dispatch before coming to Roche 
ter, and was alsO managing editor 
of the Buffalo Evening News an 
Buffalo Times. 

He left Rochester to becom 
president and managing director « 
the Pan American Exposition 
Buffalo. He was publicity direct: 
of the Jamestown, N. Y., Expositio: 
in 1907. 


COL. LOUIS J. KOLB 


Philadelphia, July 7.—Col. Loui 
J. Kolb, 76, banker, business maz 
and former president of the Poo: 
Richard Club, died in Johns Hop 
kins Hospital, Baltimore, after ar 
operation. He, his wife and tw 
daughters had been staying on th: 
family yacht in Baltimore harbor. 
At one time he took the bakery 
business established by his father 
and built up a system of city-wide, 
house to house distribution befor 
the business was merged with the 
General Baking Company, of which 
he became a director. 


CLIFFORD K. JUDD 

Holyoke, Mass., July 7.—Clifford 
K. Judd, president, Judd Paper 
Company, Holyoke, and well known 
in the paper industry, died July 3 
in Wing Memorial Hospital, Palmer, 
Mass. Mr. Judd failed to rally after 
an operation. In 1897 he entered 
the paper business started by his 
father. 


ANDREW R. HOLDERBY 

South Boston, Va., July 7.—An- 
drew R. Holderby, 74, former busi- 
ness manager of the Richmond 
Times-Dispatch and later co-pub- 
lisher of the Richmond Evening 
Journal, now the News-Leader, died 
June 28 after a brief illness. 


ALONZO JENKS 

Dansville, N. Y., July 7.—Alonzo 
Jenks, 65, advertising manager of 
the Genesee County Express and 
Advertiser, died at his home here 
July 6 after a brief illness. 
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KAUFMANN FABRY 


425 S. WABASH AVE. CHICAGO 
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SPREAD PRESENTS SMOOTHIE TIES TO TRADE 


AWN 


SMOOTHIE 
america's $9e NECKTIE 


WRINKLE RESISTANT 


SMOO TIVE smcrcns 55% wecare 


-.. presents a New Fall Line 


— 


A. SCHRETER & SONS 
Satire me 


This spread in men's wear publications, along with a novel sales presentation, is 

being used to expand distribution of A. Schreter & Sons’ 55 cent neckwear. The 

same plates are used for point of sale displays. Bermingham, Castleman & 
Pierce, New York, is the agency. (Story on Page 1.) 


TALKING ABOUT THE WEATHER 


fl - 
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WEATHER REPORTS 
} SOR n ae 
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MICHIGAN'S A@Zona€ BEER |E mE 


i 
i 


eee See ee ee ee ee ee 


The Goebel Brewing Company, operating on the theory that weather is always 

front page news, has erected a series of neon lighted spectaculars in Detroit. 

Pointers on two giant dials drawn to resemble the ends of beer casks forecast 

the weather for "today" and “tomorrow.” Each cask end is 19 feet in diameter. 

Walker & Co. constructed the signs. Brooke, Smith, French & Dorrance, Inc., is 
the agency. 


NBC FOURSOME AT PACA CONVENTION 


ae 


fa O ’ 


NBC executives who converged on Santa Barbara, Cal., for the Pacific Adver- 

tising Clubs Association meeting recently included (left to right) Tracy Moore, 

NBC Western Blue network sales manager and president of the Advertising 

Club of Los Angeles; Hugh Feltis, sales manager, KOMO-KJR, Seattle, and 

President of the Seattle Advertising Club; Don E. Gilman, NBC vice-president 

tnd former PACA president; and William B. Ryan, sales manager, KPO-KGO, 
San Francisco, and president of the San Francisco Advertising Club. 


PADDLING HER OWN KAYAK 


Liggett & yy 


of 24-shees 


eye during 


Company, Boston. 


yers Tobacco Company is featuring this blonde beauty on thousands 
posters, as well as car cards, to help keep Chesterfield in the public 
the summer months. They're done in full color by Forbes Lithograph 


REVIEW OF THE WE 


PIONEER 


SCM ha 


Ninning Ss Nivige é 
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Se PIPTR cen 
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Piper Aircraft Corporation, Lock Haven, 
Pa., will make its most ambitious bid to 
civilian pilots and prospective fliers to 
date with this full-color, full-page adver- 
tisement in the July 12 Collier's. Since 
February the company has also used 
leading aviation magazines as well as 
Country Gentleman and The Saturday 
Evening Post. Hutchins Advertising Com- 
pany, Rochester, N. Y., is the agency. 


WHEAT QUEEN 


Among leaders at the Shawnee County 
wheat improvement field day demonstra- 
tion near Topeka, Kan., where a CBS 
broadcast was sponsored by Capper 
Publications, Inc., were this group: (up- 
per left) the new eastern Kansas wheat 
queen, blonde Phyllis Lindquist; Gov. 
Payne Ratner; last year's queen, Mina 
Pressgrove; little Julia Ratner; and, 
(seated) F. L. Ferris, sales promotion 
manager, and Henry S. Blake, vice-presi- 
dent and general manager, Capper 
Publications. Cooperating groups in- 
cluded the Kansas Industrial Develop- 
ment Commission, Kansas State Cham- 
ber of Commerce, Associated Millers of 
Kansas Wheat, Kansas State College and 
the Kansas Wheat and Crop Improve- 
ment Associations. Coronation ceremo- 
nies were held in Topeka's new munici- 
pal auditorium. 


PURCHASING POWER BASED ON DEFENSE CONTRACT AWARDS 
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TOTAL CONTRACTS AND HALF OF PROUECT OnpeRs \ 
HALF OF PROJECT OFDERS 

ALL OTHER 

SHIP CONSTRUCTION AND EQUIPMENT 


AIRPLANE PARTS AND ENCINES 


ESTIMATED BESULTING PURCHASING POWER 


Both contract awards and the estimated resulting purchasing power are shown graphically on this chart, published in the 
Awards are for the period from June |, 1940, to April 30, 1941, and are listed by federal reserve 
district and by type. The lion's share of both awards and probable purchasing power falls to the Northeastern United States. 
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RADIO EXECS HONOR JOE STAUFFER 


a 
a 


Seated among these well-wishers is Our Joe" Stauffer, feted at a recent Holly- 

wood farewell dinner after it was announced that he would leave for New York 

to become head of the radio division of Kenyon & Eckhardt. Standing about him, 

(left to right) are Alec Robb, head of program and talent sales for NBC's 

Western division; Wayne Griffin, BBDO producer; Lew Frost and John Swallow, 

NBC; and Daniel Danker, Jr., manager, Hollywood office, J. Walter Thompson 
Company. 


A MOTLEY CREW ON THE SEEANDBEE 


The cameraman snapped this group aboard the SS Seeandbee on the June 27-30 
cruise sponsored by the Chicago Federated Advertising Club, Executives Club 
and Junior Chamber of Commerce: (front row, left to right) Stuart Phillips, 
advertising manager, Dole Valve Company; T. S. McGuire, president, C & B 
Line; Chester Price, advertising manager, City National Bank; F. W. Brooke, 
sales manager, Wm. Wrigley Jr. Company; Bert Singer, Burton-Dixie Company; 
(back row) Abe Mitchell, Abe Mitchell Company; William B. Carr, Chicago 
manager of Time and CFAC president; Dick Walsh, divisional sales manager, 
Pabst Sales Company; and Walter Rubens, Vanderbie and Rubens, Inc. 
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Life as usual is the order of the day in the Oklahoma City market. Business that 
is unusual is being reflected in retail sales well above last year. While the news of air 
bases, plane depots and pilot training commands front page space it is the story of the 
man who goes about his work and play as usual that makes the important news... and 
accounts for mass spending. 

Defense operations, for instance, had little to do with filling the grandstand at 
Oklahoma City’s ball park Sunday, June 29... with packing one of the city’s outdoor 
amphitheaters for an afternoon musical, June 15 ... or with providing the farmers of 
the state with a wheat crop 26% above average. 

But this is the sort of thing that is going on in the Oklahoma City market today... 


has been going on for the past several decades. It is the sort of thing that guarantees a " When the city’s bombing base at Will Rogers 
. . 7 , field was dedicated June 28, more than 1,200 
business bright spot for those who cultivate the market through The Daily Oklahoman couples square-danced in celebration in front 


of Municipal Auditorium. 


and Oklahoma City Times. 


On Sunday, June 15, 3,000 Oklahoma Oklahoma City shoppers celebrated their More than 200 insurance men and women With real estate activity at high-tide, 

City music lovers drove out to the city’s Sth annual Dollar Day June 21. Depart- fathered at Oklahoma City June 17 to par- Oklahoma City realtors and their families 

ee Will Rogers Park amphitheater to enjoy the ment store sales for May were up 24% from ticipate in a 20-lecture course on property had good reason to celebrate at an annual 
: spring festival of “Musical Americanna.” a year ago... 15% for 5 months. insurance. They came from 40 cities. picnic Wednesday, June 19 


OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


THE FARMER-STOCKMAN * MISTLETOE EXPRESS * WKY,OKLAHOMACITY * KVOR, CoLorapo SPRINGS 
KLZ, DENVER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC: 
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